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This Famous Name 
Makes Brush Sellin 


Like ‘‘Sterling’’ on Fine Silver 
**Wooster’’ Means Quality Paint Brushes, 
Fair Price, Plus Good Dealer Profit! 








































You need not be a supersalesman to sell paint brushes. 
Not Woosters! For here you gain the most potent 
selling points ever to back up any brush. First, sensa- 
tional Foss-Setting by which bristles are permanently 
imbedded in their base. Second, genuine imported 
Chinese bristle that Wooster continues to secure in 
spite of conditions abroad. Third, a name that’s 
recognized far and wide as meaning the best in paint 
brushes. And last but not least—WOOSTERS cost no 
more than any other good brushes. Get the complete 








story from your Wooster distributor today! 








L. Manthey features 
Wooster Brushes in his 
Lakewood, Ohio, hard- 
ware store. 
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THE WOOSTER BRUSH CO. © WOOSTER, OHIO 





s 
o 
a 
i) 


g Easy 








T 


MARC 








Ho dwere 
39th St., 
$1.00 per 








>WENT TO EVERY HARDWARE 
PDEALER IN THE COUNTRY 








FACSIMILE OF TELEGRAM SENT OVER WESTERN UNION LINES 






f you’re a hardware dealer anywhere in the U.S., 








you've already received this giant pre-announcement 















telegram—or soon will. 


It has been sent out to call your attention to the fact that 
within a few days you are going to receive one of the most 
unusual profit offers ever made to the hardware trade. As 
you can gather from the telegram, the announcement is 
built about the Yale Padlock line. But what the telegram 


doesn’t mention is that this announcement is without prece- 


| 


dent in hardware history. We honestly believe it to be a 
y y 
profit opportunity so startling that—but wait till you see it! 


The arrival date is some day next week. Watch for it! 


THE YALE & TOWNE stamroro conn, v.s.a 


MARCH 21, 1940 3 
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what would you call it 


THE SHADOWGRAPH TELLS THE STORY 


a ° low glass by amplifying distortion and defects 20 times 


stl 
mA — ... because it is practically free of that 
Q waviness and consequent distortion which 
distinguish window glass from plate. 


~ pale F 
a . .. because it is not made by the plate 


glass process and, although it looks like 
slate, it sells at window glass prices. 
} , g 


Experts who have seen this new Lustraglass agree that it represents the 
greatest forward step in the history of sheet glass making... Years of 
intensive research created it. It cost thousands of dollars to perfect it... 
Its jewel-like luster, ultra-violet ray transmission and ‘‘whiteness of metal” 
alone place it above competition. And now add to these its plate-like ap- 
pearance, freedom from distortion and low price, and you have a sheet glass 


that demands the immediate attention of every architect and builder. e 








(1) This is high quality cylinder 
drawn window glass. The bent 
and twisted lines shown by the 
shadowgraph testing device in- 
indicate the presence of con- 
siderable distortion. This glass 
became obsolete in 1928. 


(2) Here is what most manu- 
facturers offer today as top 
quality window glass... Made 
by the sheet drawn process, it 
shows a characteristic distor- 
tion in the waviness of the 
black lines. 


3) Now look at this “‘shadow- 
graphed” sample of the new 
Lustraglass. Obviously an im- 
portant improvement. The 
lines are straight, showing rela- 
tively perfect vision—freedom 
from distortion. 


AMERICAN WINDOW GLASS CO., PITTSBURGH, PA. Write for the new Windowgraph Slide Rule 


Manufacturers of Plexite, the safer safety glass; Lustrablu and Lustragold for ornamental uses; 
Crystal Sheet, Chipped and Special Glass for industrial purposes. 








THIS NEW TYPE OF 


Sur 








=— 


Chart and a sample of the new Lustraglass. 
Examine both—then tell us what you think. 





The Ultra-Violet Ray Window Glass LJ 


LOOKS LIKE PLATE GLASS—SELLS AT WINDOW GLASS PRICES 
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Display 


Popular Hardware Items-- 
A Compact Builder’s 
Hardware Department! 


The Stanley Merchandiser is 






sat 


er all 





ORDER YOUR STANLEY 


HARDWARE MERCHANDISER NOW! 


handy—a sample of everything is 
mounted, with price markers. Cus- 
tomer makes his choice, you lift 
the panel, and there’s the item in 
a regular Stanley box. 

Take advantage of the free 
offer for National Hardware 


and Stock of 84 









supplied with a balanced assort- 
ment of “every day sellers”—not 
a “dead” item in the whole assort- 
ment. It’s a compact unit that sets 
on a standard display table. It’s 


Open House and order one of 
these Merchandisers from your 
jobber. Send for B142 which gives 
complete information on both 
assortments, HDT2 and HDTS3. 

















This Display Model is fur- 
nished free with N. H. O. H. 
Closet Hardware Assortment, 
which includes 12 Hat Holders 
and 10 Shoe Racks. 

N. H. O. H. Closet Hardware 
Assortment includes 12 Hat 
Holders and 10 Shoe Racks, and 
a Free Display Model, as illus- 
trated. All packed in single case, 
weight 28 Ibs. 

Order an Assortment from 
your jobber. These items appeal 
to the ladies. 





FREE DISPLAY 
MODEL 





7122 iitiihile Shoe Rack— 7121 Hat Holder—Shelf Type. 
Nickel Plated. Special Prices for Nickel Plated. Special Price for 
H. $1.19 Retail NH. O. H. 69c. Retail 


Easily applied to wall, baseboard, 
or door, this ingenious shoe rack 
keeps shoes off the floor, always 
in pairs, neat and orderly. Elastic 
guard holds shoes in place. 


Slips on edge of Closet Shelf. 
A pull of the cord brings hat 
down within reach, spring re- 
turns holder to vertical position. 


STANLEY 


SPECIAL! Brand New Screen 
Door Set With THREE Hinges No. 1753 


, 

Never before has a screen door set been offered with 3 hinges. 
Screen doors being of light construction, exposed to the weather and 
constantly slammed tend to pull out of shape. The third hinge 
holds them in line and prevents warping. Also includes a strong coil 
spring (No. 3), well shaped door pull, and 214” hook and eye. 
Hinges have one leaf countersunk on both sides, permitting various 
applications. Furnished in Japanned, Cadmium or Plated finishes 

To retail at 35c. in Japanned Finish. 
for National Hardware Open House only. 
Real buys your customers will appreciate. Full markup for you! 


ORDER FROM YOUR JOBBER ! 
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GO TO TOWN WITH THESE FOUR LINES 


SUPERTWIST* CORD HOSE. 4 tight PATHFINDER* CORD HOSE. 


weight, yet extremely durable 
hose that women and children can 
handle easily. Brown cover. Made 
with a reenforcement of the famous 


Supertwist cord. 


GLIDE* CORD HOSE. 4 good 
hose at a moderate price. Ribbed 
red cover. Molded hose, reenforced 
with heavy double-braided cotton 


cords. Also available with black cover 


High quality at low price. Green 
cover. Heavy, single-braid, cotton- 
cord reenforcement. Also furnished 


with black cover. 


OAK* GARDEN HOSE. Designed 
expressly for the low-priced 
market, Single-braid, cotton-cord 
reenforcement, corrugated dark 


brown cover. 








GOING PLACES WITH GARDEN HOSE ? 


i 


b 


THESE FOUR LINES win. 2k you 10 oun! 


AIN lines, too, all of them, and every 
one with a definite destination — the 
gardens of more customers than you’ve ever 


had before. 


a 


Each one bears the proud Goodyear name 
—which means “tops” in its class. Hose for 
the man who pays more attention to quality 
than to price. Hose for the man who must 
shop for price, but expects quality along 
with it. Light,“‘easy-to-handle” 
hose for ladies who like to 
work their own lawns, and 
for younger children . . . and 
“something tough” to stand 


up and take a beating year after year. 


No matter what hose your customers look 
for, you have it when you stock these four 
lines, all backed by Goodyear’s world-wide 
reputation for uncompromising quality. 


Get them in and watch them go right out! 
For complete details, write Goodyear, 


Akron, Ohio, or Los Angeles, California. 


THE GREATEST NAME IN RUBBER 


*T.M.'s The Goodyear Tire & Rubber Company 
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DRIVES SCREWS 

DRILLS HOLES | 
INTRODUCTORY 
DRAWS SCREWS 5 Offa OFFER | 
“YANKEE” Merchandiser of Six | 
No. 3400 “Yankee” Off- 
set Ratchet Screw Driv- 
. ers absolutely FREE. Re- i 

tail value, $3.00. Dealer 

it{ has only to sign replys 


card packed with each 
No. 233H “Yankee 
Handyman” Merchan- 
diser and mail to 
factory DURING 
NATIONAI 
HARDWARI 
OF is Oy 
HOUSI 


NT MAGAZINE HANDLE 


IN TRANSPARE 



















a “HIT! 





Wot Weight eis ee “ — TWO 


Numbers 


Quality...Sales Appeal...Backed by Merchan- 
dising Displays which are so successfully mar- 
keting other ‘““‘Yankee-Handyman” Tools. 


No. 233H “Yankee-Handyman” Spiral 
Screw Driver. Features new transparent 
MAGAZINE handle ... with accessories. 


No. 3400 “Yankee” Offset Ratchet 
Screw Driver. Three blades of differ- 
ent widths. Unusual power. Works 
in close quarters. Different from any 
other Offset Driver ever made.. 


REMEMBER—Only one Free 
Offer Card from each 
dealer...and the Six 
No. 3400 “Yankee” 

Offset Screw Driv- 
ers ARE 
GIVEN 
FREE! 


FREE OFFER EXPIRES AT END OF NATIONAL HARDWARE OPEN HOUSE MAY 4, 1940 
CARD MUST BE MAILED DIRECT TO NORTH BROS. MFG. CO., PHILADELPHIA, POSTMARKED BETWEEN APRIL 25 AND MAY 4 D.S-As 
. me A e e 
e——— L A D evens open Her 
SPECIAL Tir, chandiser consi ccessorses 


oO. . cess 
— FG- = ANKE? ew of Mes rc Drivers with Srila.» Pa. 
jobber, HAN. Handy pan Se $4.50 nets card entitling 
H* yanks o guctory ° *fozen No. 
ing, 12,093.00 RE 


troduc 
wil sei eontinioh foe 8S 


a er 
with Oe ree Mercere 
me 1 OM Offset 
“Yank 
Your — 


w Drivers 


yore Jobber 
Offer limited to ONE free No. 3400 Merchandiser to each dealer 














MY CUSTOMERS GET 
GUARANTEED LEAK-PROOF 
RAY-O-VAC CELLS. .. . 


My business depends upon satisfied customers— that’s why 
i sell them Ray-O-Vac's new Leak-Proof celis,— the guaranteed 
flashlight batteries with protected power. Read the guarantee 
that’s printed on every cell. The cells that protect my customer’s 
flashlights protect my greatest asset—good will! And he doesn’t 


pay one cent more for them.” 
FREE ciseuy 


| The dealer’s cost on the 
unit package of 48 RAY- 
O-VAC Guaranteed Leak- 
Proof Cells has been cut 
to $3.12, providing full 
profit of 35%. Feature 
Ray-O-Vac’s new cells— 
aamon cae order from your distrib- 
utor today. 
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HERE’S WHY RAY-O-VAC CELLS 
ARE THE, FASTEST SELLERS 
—«- J THEY WON’T PLUG 


No matter how long they stay in the case, 
LEAK PROOFS won't swell up and bulge. 


Y 
THEY WON’T STICK “/ 


Unlike the old fashioned cells, LEAK 
PROOFS never ' corrode and jam. 











THEY WON’T DAMAGE 


the flashlight! A new flashlight insurance, 
-- cells that are “kind” to the case. 


nn, 
WHAT’S MORE - 
i j THEY’RE BACKED BY 
ht. Shea THE TOUGHEST 
WY GUARANTEE- And 


~ 
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DON’T LET YOUR CUSTOMERS BE 
“PENNY WISE and POUND FOOLISH” 
ABOUT SASH CORD! 


Specify’PURITAN and Le Sofe! 


There are two general types of sash cord. One is made 

of soft twist cotton known as “roving” which usually has 

a heavily loaded center. This type stretches and frays. 

Its useful life is very limited. It is a low grade cord. 

The other type of sash cord is all-yarn solid braided 

cord. It does not stretch. It lasts a lifetime. It is 

absolutely dependable. This is PURITAN Sash Cord! Gg. 

Puritan has much greater strength than the specifications SEND FOR THIS Free BOOKLET! 

required by the U. S. Gov't, states, municipalities, rail- 

roads and industrial users. This booklet is packed ‘ 

Puritan costs only a few cents more—but eliminates 

costly replacements. Its slight difference in cost never : : 

warrants the “penny wise and pound foolish” recommen- Various uses and informa- 

dation of poor grade sash cord particularly since there's tion that help dealers sell 

a larger percentage of PROFIT for you in PURITAN! cord 

Be safe—render a helpful service to vour customers and more sash cord! 

eliminate complaints. Specify PURITAN the next time it mein 

you order sash cord from your jobber! ' "2 W rite for your I REE 
cory! 


PURITAN CORDAGE MILLS, INC. 


LOUISVILLE, KENTUCKY 


with practical sales tips, \ 


“susie “ 


PURTT ANS 


SO1.io 6G Ape © WILL NOT STRE FGM © LASTS A LIFETIME 
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IS ALL ABOUT ! cies ets iee te tity 

















See all the features 
NOW! New cooking thrills for the American that make ESTATE the 
housewife . . . big new profit opportunity for you ! most wanted gas range 


ee” in America 
y, 


f e@ Exclusive Bar-B-Q Broiler 
® New Air-Flow Oven 

® Mechanical Hand 

® Famous Grid-All 

® “Built-In’’ Design 

® Speedex Burners 

® Automatic Lighting 












IT’S THE GREATEST gas range improvement in ten 
years ....and what a reception it’s getting! The 
Estate Bar-B-Q Broiler... the wonder broiler that 
grills or barbecues whole chickens, hams, roasts... 
actually “adds an extra oven to the range.” It’s new. 
It’s exclusive. It’s the feature that is putting Estate 
dealers way out in front of competition in 1940. Write 
today for catalogue and complete merchandising mate- 
rials to help you cash in now—on this new lower- 
priced Estate line. The Estate Stove Co., Hamilton, O. 


» 
“> 
Z 
—. 
” 
3 











ESTATE Z-RANGES 


ESTATE — THE “FUEL-PROOF” LINE OF COOKING AND HEATING APPLIANCES 
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SELL “PENNVERNON”...NOT JUST “WINDOW GLASS” A 


lo 
GOOD GLASS is essential to the creation of attractive windows. A glass like i 
Pennvernon Window Glass. Pennvernon is clear and brilliantly finished. pee 
It is unusually reflective of surface, and exceptionally free from distortion for a Sa 
sheet glass. It assures satisfactory vision. And both sides of the sheet are exactly , 
alike, so that Pennvernon may be glazed either side out. Let the distinctive 
Pennvernon label be your guide to quality window glass. Pittsburgh Plate Glass 7 
Company, Grant Building, Pittsburgh, Pennsylvania. rae 
1s 


ENNVERNON WINDOW GLASS ws U 
PITTSBURGH PLATE GLASS COMPANY if 


“PITTSBURGH” sland fot Lally Class 
“ nen é ue. 
12 HARDWARE AGE be : 











You've Never Seen Hardware 


LOOK at Cyclone’s new Hardware Cloth will convince 
you that you'll have something worth talking about. 
Notice the attractive, symmetrical design of the strong, 
welded selvage. This new Cyclone Hardware Cloth is easier 
to tack into wooden frames and easier to weld to steel 
frames because the selvage is straight, flat and uniform. 
Look at the mesh, too. Wires are straight—through the 
entire length of the cloth. Cyclone’s patented process has 
completely overcome the evil of misplaced wires. The mesh 
is flat, even, good-looking. It will make better-looking 


Before! 


CYCLONE 
“Rel Tog 


HARDWARE 


* Look how straight it is! 


screens, guards—or whatever its use. Stronger, too. The 
precision weave makes the cloth easier to cut square. 


Smoothness in Galvanizing 

The galvanized coating is uniform—beautifully bright 
and smooth. Galvanizing is applied by a.“hot dip” bath in 
pure molten zinc. And Cyclone’s patented method pulls 
the mesh through the bath in such a way that it comes 
through with practically no distortion. 

The exceptional strength and rigidity—greater uniform- 
ity—and finer appearance of the néw U-S-S Cyclone Hard- 
ware Cloth will appeal to your customers. And—important 
to you—they are advantages a customer can see when you 
point them out to him. Try it. How is your stock of hard- 
ware cloth? Place your order now to get ahead of competi- 
tion with this better, easier-to-use hardware cloth. 


CYCLONE ‘Re%7ag” HARDWARE CLOTH 


CYCLONE FENCE COMPANY, Waukegan, III. 


Branches in Principal Cities 


Standard Fence Company, Oakland, California, Pacific Coast Division 


United States Stee! Export Company, New York 





When you show your customers bethanized 
fence, you’re showing them a product with 
everything it takes to sell readily and make 
money for you: 


e The bethanized zinc coating is locked to 
the wire by electricity, not just hot-dipped. This 
improved electrolytic process builds up a zinc 
armor that is tighter, more ductile, purer, more 
evenly applied than any other zinc coating 
money can buy! 


2. Bethanized fence is woven of heavy full- 
gage wire containing not less than .20 per cent 
pure copper. Even without benefit of a zinc 
coating, this copper-bearing steel is a long-last- 
ing rust-fighter. 


pte 


cn 





3. Bethanized fence is put together with de- 
pendable “hinge-joint” construction. The stay 
wires are tightly wrapped around the line wires, 
forming a strong flexible barrier that will “give” 
without breaking. Generous “tension curves” at 
6-in. intervals along the line wires compensate 
for changes in temperature, keep the fence neat 
and tight on bumpy rolling land. 


4. Bethanized fence—with all its improve- 
ments in weather-resistance—is a thoroughly 
field-tested product. Farmers from Maine to 
California endorse it. When you sell bethanized 
fence your sales points are not only appealing 
and exclusive . . . every one of them has been 
tested-and-proved in years of satisfactory service. 


Stock bethanized fence. It's a champion seller, a champion in the field, yet it doesn’t cost a penny more than ordinary fence. 
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BETHLEHEM STEEL COMPANY 
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IN CHESTER 


TRAOE MARK 


Model 74 .22 Long Rifle Automatic 


Model 75 .22 Long Rifle Sporting Rifle 


Model 40 Automatic (Self-loading) Shotgun 


1940 PACE-SETTERS THAT ADVANCE 
WORLD LEADERSHIP IN DESIGN = CRAFTS- 
MANSHIP=SHOOTING QUALITIES 


MANY of the great .22 rifle buying public will hail the arrival of the Model 74 Auto- 

matic in the eagerly awaited .22 Long Rifle caliber. More speed, more power in a 
man’s size, 6% lb. rifle which, in .22 Short, has already been a season’s sensation. Same 
design and sight equipment—choice of open or peep rear sight. Magazine capacity, 14 
Long Rifles. . 

Bolt action .22 enthusiasts with a yen for quality and sporting-target style, in a man’s 
size rifle at medium price, will be keen customers for the Model 75 Sporting Rifle. Beauti- 
fully styled. New design walnut sporting stock. Target design speed lock action. Finely 
accurate 24” barrel. Special sight equipment. 5 shot box magazine. : 


NEW SELLERS IN SHOTGUNS 


Then there’s the new streamlined Model 40 Automatic (Self-loading Shotgun—a great 
leader for 1940—bringing outstanding new features in this type of arm. In Skeet Gun and, 
available after May 1, in Field style. Another sure volume builder. 
In the famous line of Model 12 Repeaters are these sure-to-be popular newcomers: 
The newly-designed Model 12 Ladies’ and Juniors’ Trap Gun with 13” length of pull; 
The regular Model 12 Trap Gun in 16 and 20 gauges; 
A choice of three styles of Model 12 Pigeon Grade guns in an attractive range of prices. 


In the double barrel models there’s the great Model 21 in a special Duck Gun—30 or 32 
inch barrels—chambered for 3 inch shells. And the Model 24 in new barrel choices and, 
after June Ist, in 16 and 20 gauges. 


Order new and standard Winchester sellers from your jobber’s salesman now. 


WINCHESTER REPEATING ARMS COMPANY 


Division of Western Cartridge Company 
NEW HAVEN, CONN., a ee 


1940 
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APRIL 25-MAY 4 


WE ARE COOPERATING 





REACHES MORE THAN HALF 
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DEALERS GREATEST MARKET 


THROUGH 2,500,000 ADVERTISEMENTS INVITING POPULAR SCIENCE READERS TO 


NATIONAL HARDWARE OPEN HOUSE 


(APRIL 25th THROUGH MAY 4th) 














ADVERTISERS IN 
POPULAR SCIENCE MONTHLY 
READ LIKE A BLUE RIBBON PANEL 
OF AMERICA’S MANUFAC- 
TURERS OF QUALITY HARDWARE 


yor oh 


COOPERATES WITH HARDWARE DEALERS 
_TO MAKE “OPEN-HOUSE” A NATION-WIDE 
PROFIT-BUILDING SUCCESS 


7 out of 10 homes with home 
workshops! Think of it—a street 
of these lithe workshops would 
stretch from New York to New 
Orleans! And 9 out of 10 of these 
home workshop owners have re- 
ported plans to retool with an aver- 
age of at least 6 extra units in 1940! 

That’s the top cream of hard- 
ware markets—the large POPU- 
LAR SCIENCE audience of home- 
owners* to whom we have 


broadcast more than 2,500,000 
*Details on request 


advertisements pre-announcing 
and announcing NATIONAL 
HARDWARE OPEN HOUSE! 

Stock, display, sell for quicker, 
greater profits the hardware, tools, 
and paints advertised in POPULAR 
SCIENCE MONTHLY .. . the one 
magazine that passes all others. in 
selling more of the hardware deal- 
ers’ most responsive customers— 
not only during NATIONAL HARD. 
WARE OPEN HOUSE—but also be- 
fore and after! 


Zz. 
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“EVERY WEEK IS HARDWARE WEEK TO POPULAR SCIENCE READERS” 


=e BS x 4 
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SCIENCE MONTHLY 


A MILLION OF THE INDEPENDENT HARDWARE DEALER’S BEST CUSTOMERS 
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TAVERN HOME PRODUCTS 


THE NEW LINE DEVELOPED BY SOCONY-VACUUM RESEARCH LABORATORIES 





This complete line sells 
fast and produces a 
satisfactory profit 





be HAVING TRIED these wonder- 
working household products, cus- 
tomers come back and buy them 
again and again. And they'll use all the 
products in the line. For they are great 
time- and work-savers. They make 
homes brighterand houseworklighter. 

Tavern Products are selling fast in 
leading department and hardware 
stores throughout the country. Their 


“ 














WI 
lool 
Sell 
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adv 


packages attract customers. They are 
priced right. And, what’s more, they 
give you the proper profit. 

Put in the Tavern line now. Order 
a supply from your wholesaler or near- 
est office of the Socony-Vacuum Oil 
Co., Inc., and its Affiliated Companies. 









Leading Dep’t Stores 
Feature Tavern Products 


Marshall Field & Company 
Bullock’s 

Jos. Horne Company 1. TIGHT Sil 
Adam, Meldrum & Anderson StormSeal’s 
Weed & Company 
Jordan, Marsh Company k 
John Shillito Company cep Our Wa 


Gicarted bi Gimbel Bros. is quickly dr 
fa i Herpolsheimer Company a feature th 
HOUSEKEEPING Shepard Company the flat top : 

a derived thon McCurdy Company 

Sibley, Lindsay & Curr Co. 


J. L. Hudson Company 


Why Tavern 
Home Prod- 
ucts Enjoy 


GreatPublic Ag 
Acceptance _. 





stormiest Ww 











Higbee Company 
1. Tavern Products’ advertis- 2. Tavern Products carry two bee Taylor Son & Co. 
che, Goettinger Co. 
7 I] F | ing reaches 8,500,000 readers famous emblems. The Sign Gendes teen. 
eee e ast . of The Saturday Evening Post, the Nation Knows—a symbol B. Altman & Company to be 
Woman’s Home Companion, of fine products—and the In- John Wanamaker T 
and Good Housekeeping. signia of Good Housekeeping. 





unit 


TAVERN HOME PRODUCTS 


NON-RUB FLOOR WAX » WINDOW CLEANER + TAVERN CANDLES + PAINT CLEANER 
PARASEAL WAX - FLOOR WAX (PASTE) - ELECTRIC MOTOR OIL c. 
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“Tell Jim I'll need 8 More 
Squares of StormSeal 
for the Tool Shed” 





S24 





WHEN farmers find out how easy it is to apply StormSeal Roofing—how neat it 
looks—and how tightly StormSeal overlaps—they want it for all their buildings. 
Sell a customer StormSeal for one building and you’re setting yourself up for a lot 
more of his roofing business—and his neighbor’s, too. StormSeal has plenty of 





advantages to show a customer. Just look at them. 


1. TIGHT SIDE LAPS 2. TIGHT END LAPS 3. A GOOD NAME 

StormSeal’s side lap is designed to keep out the At the lower end of every StormSeal sheet there is Every StormSeal sheet carries the name “Storm- 
stormiest weather. Three strong pressure points a pressure lip that seals the end lap against seepage Seal” and the famous U-S:S trade-mark. This 
keep out water and wind. Should any creep in, it and wind-blown moisture. A tension curve in each trade-mark is well-known to farmers. It tells them 
is quickly drained off by StormSeal’s double drain, sheet holds it flat against the decking—prevents that this sheet has the same high quality galvaniz- 


a feature that insures bone- dry buildings. Notice gaps for wind to get in, and makes the whole roof ing and lasting qualities that have made U-S-S 
the flat top seam, too—it makes nailing easy. flat and trim. Ranting and Siding Sheets favorites for many years. 









HESE features are valuable sales points. They distinguish U-S-S a ae Deal oe : LROOHIG! 
StormSeal from the many ordinary steel sheets on the market. Use them 

to boost your roofing business. 
To make your sales job easier, we have prepared a special demonstration 
unit that explains all of StormSeal’s advantages. This compelling sales help 
is easy to use. It requires little counter space. Ask your jobber, 














or write us, for your StormSeal demonstration unit. 


STORMSEAL ROOFING 


CARNEGIE-ILLINOIS STEEL CORPORATION, Pittsburgh and Chicago 


AMERICAN STEEL & WIRE COMPANY, Cleveland, Chicago and New York 


COLUMBIA STEEL COMPANY, San Francisco 


United States Steel Export Company, New York 








2 and 2 make 4.. 
JAMES POTTS KEARNY NJ 
GRANDE HOTEL MARCH 12 1940 


SALESBURG PA. 


RUSH REPORTS ON DEALERS REACTION TO SENSA- 


TIONAL SPRING PROMOTION ON NAIRN TREAD- 
LITE LINOLEUM. REMEMBER, SPECIAL 5” ADVER- 
TISING ALLOWANCE ON EVERY SINGLE TREADLITE 
DELIVERY OF $200 OR MORE GOOD UNTIL APRIL 
30TH ONLY. INCIDENTALLY, J. KATZENBAUER, 
SALESBURG, IS A GOOD PROSPECT. HE’S HARD- 
BOILED BUT A BIG BUYER. ALSOACRACK DUCK PIN 
BOWLER. KNOWING YOUR PROPENSITIES THAT 
LAST ITEM SHOULD GIVE YOU SOMETHING IN 
COMMON. RELY ON YOU TO GET HIS ACCOUNT. 


SALES MANAGER 


SALES MANAGER SALESBURG PA 
CONGOLEUM-NAIRN INC MARCH 12 1940 
KEARNY NJ (COLLECT) 
SPRING TREADLITE PROMOTION JUST WHAT THE 
DOCTOR ORDERED. 5% ALLOWANCE AND SPECIAL 
NEWSPAPER CAMPAIGN HAVE DEALERS ALL EN- 
THUSED. BUT BOSS, THE MERE THOUGHT OF KAT- 
ZENBAUER TURNS ME PALE. HOWEVER WILL CALL 


ON HIM. JUST LEAVE IT TO POTTS. 
JIM POTTS 


SALES MANAGER SALESBURG PA. 
CONGOLEUM-NAIRN INC MARCH 13 1940 
KEARNY NJ (COLLECT) 
REPORTING ON KATZENBAUER. BOWLED HIM TWO 
HOURS LAST NIGHT. LOST SEVENTY-FIVE CENTS. 


JIM POTTS 


SALES MANAGER SALESBURG PA. 
CONGOLEUM-NAIRN INC MARCH 14 1940 
KEARNY NJ (COLLECT) 
REPORTING ON KATZENBAUER. DROPPED DOLLAR 
FIFTEEN TO HIM YESTERDAY AFTFR AN HOUR 


AND A HALF’S GRUELLING PLAY. 
JIM POTTS 





Like all emart dealers, he took advantage of the 
special 5% offer before April 30th. 






“IT’S RIGHT DOWN YOUR ALLEY,” SAYS MR. POTTS 


Congoleum-Nairn’s Star Salesman proves that just as 
. Nairn Treadlite makes profits! 


hd B)4 


SALES MANAGER SALESBURG PA. 
CONGOLEUM-NAIRN INC MARCH 15 1940 


KEARNY NJ (COLLECT) 


REPORTING ON KATZENBAUER. THIS GUY’S AS 
GOOD AT DUCKS AS TREADLITE IS AT COVERING 
FLOORS. FOUR HOURS THIS TIME AND HE WINS 
ONE NINETY-FIVE. BUT I'LL GET HIM YET. 


JIM POTTS 
JAMES POTTS KEARNY NJ 
GRANDE HOTEL MARCH 15 1940 


SALESBURG PA 

YOU ARE ON THE ROAD PRIMARILY TO SELL FLOOR- 
COVERING, NOT TO SPEND YOUR TIME IN BOWLING 
ALLEYS. FURTHERMORE, THIS COMPANY HAS NO 
INTENTION OF PAYING YOUR GAMING LOSSES SO 
DO NOT INCLUDE SAME IN EXPENSE ACCOUNT. 


SALES MANAGER 


SALESBURG PA. 


SALES MANAGER » MARCH 15 1940 
CONGOLEUM-NAIRN INC (NITE LETTER) 
KEARNY NJ (COLLECT) 


KATZENBAUER ORDER FOR NAIRN TREADLITE 
INLAID LINOLEUM IN MAIL. AFTER LAST NIGHT'S 
GAME | SAID TO HIM: "LISTEN, YOU HAVE SPENT 





THE EASY way 


V200 ORDER 
x5% AP 


ALLOWANCE 
£40.00 


COOLIE TO WIN $3.85 OFF ME. WHEREAS YOU COULD 
SIGN A $200 TREADLITE ORDER AND MAKE TEN 
BUCKS IN 10 SECONDS, PLUS YOUR REGULAR BIG 
PROFIT ON THIS NEW IMPROVED INLAID LINO- 
LEUM." BOSS, KATZENBAUER JUST LOOKED AT ME 
AND SAID, "PUT THAT WAY IT MAKES SENSE.” 
WELL BOSS THE END OF IT IS KATZENBAUER 
WRITES A TREADLITE ORDER THEN AND THERE 
FOR $1000. LIKE OTHER SMART DEALERS, HE’S 
GOING TO TAKE FULL ADVANTAGE OF OUR 
SPECIAL 5% ADVERTISING AND PROMOTIONAL 
ALLOWANCE AND CASH IN ON THE BIG SPRING 
PROMOTION ON NAIRN TREADLITE. 


JIM POTTS 
JAMES POTTS KEARNY NJ 
GRANDE HOTEL MARCH 16 1940 


SALESBURG PA 


NICE WORK POTTS. YOU'RE NOT A BAD SALESMAN 
BUT YOU SEEM TO BE A BORN LOSER AT BOWLING. 


SALES MANAGER 
SALES MANAGER SALESBURG PA. 
CONGOLEUM-NAIRN INC MARCH 16 1940 
KEARNY NJ (COLLECT) 
I RESENT THAT. PLAYED KATZENBAUER AGAIN 
LAST NIGHT AND TOOK HIM FOR FIVE TWENTY 
TOLD YOU I'D GET HIM BOSS. 





SEVEN AND ONE-HALF HOURS WORKING LIKE A JIM POTTS 

OSH RLM 4 51108 RR AUT NR ieee | 
BIG SPRING PROMOTION ON NAIRN TREADLITE INLAID LINOLEUM! 4 
World’s fastest-selling genuine inlaid linoleum fi 
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@ Full color advertising campaign—44,000,000 color 
pages in leading national magazines during 1940. 


@ April 12, 19 and 26—special big-space newspaper cam- 
paign in 77 important trading areas from coast to coast. 
Names of representative dealers to be listed in each adver- 
Free mats for your own tie-in advertising. 


@ Free sales-getting displays to use in your window and 
on your sales floor. 





sPeciaL 5% ADVERTISING AND PROMO- 
TIONAL ALLOWANCE-— Here’showit works: 


On each single delivery of Nairn Treadlite Inlaid 
Linoleum that we make to you—amounting to 
not less than $200 at zone list prices—you will 
receive a special 5% Advertising and Promo- 
tional Allowance. This is in addition to your 
usual discount. Offer expires April 30th. 









The linoleum that has every- 
thing except a high price! 






CONGOLEUM- NAIRN INC., KEARNY, N. J. Src wat 
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Your customers will appreciate 
being reminded of this... 


@ When you sell your customers the proper fittings and attach- 
ments for the chains they buy you make these chains all the 
more useful for the jobs they’ll have to do. 





Because of American Chain quality and 
the completeness of American Chain lines, 
this company is recognized as the world’s 
leading chain manufacturer. We make all 
types of welded and weldless chain and 
every type of fitting. 


In addition to full lines of American 
Welded and Weldless Chains there are also 
cotter pins, eye bolts, cold shuts, lap links, 
repair links, round eyes, malleable castings, 
grab hooks, slip hooks, sash chain fixtures, 
screw hook hangers, shackles, S hooks, sling 
chain hooks, snaps, special attachments, 
swivels, toggles, utility jacks, welded rings, 
harness hardware, etc., etc. 


AMERICAN CHAIN DIVISION 


BRIDGEPORT, CONNECTICUT 

































\ ; My ~S 
AMERICAN CHAIN & CABLE COMPANY, Inc. 
AMERICAN CHAIN DIVISION HAZARD WIRE ROPE DIVISION PAGE STEEL AND WIRE DIVISION In Canada: 
; c DOMINION CHAIN COMPANY, LTD. 
AMERICAN CABLE DIVISION HIGHLAND IRON AND STEEL DIVISION READING-PRATT & CADY DIVISION te Seated 
ANDREW C. CAMPBELL DIVISION MANLEY MANUFACTURING DIVISION READING STEEL CASTING DIVISION BRITISH WIRE PRODUCTS, LTD. 
FORD CHAIN BLOCK DIVISION OWEN SILENT SPRING COMPANY, INC. WRIGHT MANUFACTURING DIVISION THE PARSONS CHAIN COMPANY, LTD. 
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Lumber Yards:— 


Lumber yard competition has 
often been discussed at great 
length at many retail hardware 
conventions. But too much empha- 
sis has been placed on criticizing 
the wholesalers and manufactur- 
ers who furnish the merchandise 
to such distributors. Too little con- 
sideration has been given to the 
study of methods which have en- 
abled lumber yard hardware 
stores to prosper and to become 
so numerous. If they are doing 
more and better advertising, bet- 
ter and more active selling, and 
have more attractive stores then 
the answer is clear—follow these 
successful methods and go the 
lumber yard stores one step bet- 
ter. According to the best data 
we can gather, lumber yard hard- 
ware stores are not buying at pre- 
ferred prices and are not price- 
cutters. Yet they are cutting into 
hardware store sales in many sec- 
tions and must be reckoned with 
in current and future retail hard- 
ware store sales planning. Prob- 
ably 80 per cent of all the hard- 
ware wholesalers in this country 
enjoy some business with lumber 
yard hardware stores and con- 
sider such trade a proper outlet 
for resale merchandise. Certainly, 
if such stores render the regular 
local community service expected 
of a good hardware store, the 
matter of ownership resting with 
a lumber yard operator is merely 
incidental. HarpwaRE AGE edi- 
tors, covering various retail con- 
ventions, in recent years, have re- 
ported an increasing number of 
lumber yard hardware store man- 
agers attending either convention 
sessions or exhibits, or both, 
either as regular members or as 
invited guests. This is further 
indication of the place held by 
this type of hardware distributor. 


MARCH 21, 1940 


sy CHARLES J. HEALE 
EDITOR, HARDWARE AGE: 


A Reader Writes :— 


Apropos of this subject is a 
recent letter from a hardware 
man located in the mid-west. He 
writes : 

“Have read your comments 
of Feb. 22 issue of HARDWARE 
Ace ‘Diversion of Trade.’ This 
question in the industry is like 
the weather to a small gather- 
ing of friends, something to 
make conversation. 

“If the hardware dealers of 
this country put half as much 
effort in trying to buy their 
needs from the jobber as they 
do in trying to buy direct from 
some manufacturer, the jobber 
would not have to sell where 
he can get the cash to carry on 
his business. 

“The cash that he obtains in 
this manner allows him in 
many cases to carry the loudest 
complaining hardware dealer 
the longest. 

“The lumber dealer doesn’t 
say a lot about hardware but 
the day is not far off when 
he may be the hardware man in 
his town, for two reasons—he 
is a better business man and he 
is aggressive. 

“Tt is my belief that the re- 





tail hardware convention would 
do well to team up and have 
their next convention with lum- 
ber dealers.” 


Vitamin B, :— 

In recent years the American 
public has become very “vitamin 
conscious” and has successfully 
been sold on a wide variety of 
branded foods whose chief claim 
to acceptance is their special vita- 
min (A B C D ete.) content. 
Now we learn that Vitamin B: 
can be Specially prepared for use 
in improving plant life and a new 
market is opened which _hard- 
ware dealers can enjoy. Rigid 
tests by impartial experts indicate 
that B: will do wonders in pro- 
moting the growth, foliage and 
yield of vegetables, flowers and 
fruit. It can be sprayed on with 
an ordinary hand sprayer, is 
easily mixed with water to de- 
velop the proper solution and is 
not particularly expensive to use. 
Further details on this very recent 
opportunity for extra profit sales 
in hardware stores is presented 
elsewhere in this issue. Read this 
story which starts on page 47. 
More about Vitamin B: will be 
furnished our readers in a subse- 
quent issue. 
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Mr. Patman:— 


Among all the members of the 
Congress, none is more articulate 
nor more constant in supporting 
the interests of independent retail 
merchants in their fight against 
chain stores than the Hon. Wright 
Patman, Representative from 
Texas. His first contribution was 
the well-conducted Patman Chain 
Store Investigation which led to 
his first major legislative success 

-the important and useful Rob- 
inson-Patman Law. His splendid 
work in these two activities did 
more, in my judgment, to pave 
the way for the fair-trade laws 
now operating in 44 states, than 
did any ether single factor. The 
same is true of the successful pas- 
sage of the closely related Tyd- 
ings-Miller Law. Such legislation 
could not have been passed had 
the public been hostile to the 
idea or if the public had listened 
to the opponents of these mea- 
sures. And, up to this point, | 
am 100 per cent in accord with 
legislative efforts designed to take 
from chain stores their unwar- 
ranted and unearned competitive 
advantages. The laws mentioned 
not only offer independent re- 
tailers a degree of sorely needed 
relief but have the further asset 
of not being detrimental to any 
public interests—nor do_ these 
laws include any features that 
could be called discriminatory to 
any group. Mr. Patman’s latest 
proposal, known as H.R. 1, is a 
federal chain store tax bill which 
he believes will, if passed and 
declared constitutional, be a fur- 
ther aid to the future security of 
independent retailers and a factor 
which will help maintain local 
community life throughout this 
country. Although I continue to 
question the desirability of this 
measure and doubt that it will be 
passed or that it is constitutional. 
I am aware that legions of hard- 
ware dealers do favor this bill 
and earnestly hope for its pas- 
sage. Public hearings on this 
measure are scheduled to begin in 
Washington on March 27. If 
hardware dealers really want fa- 
vorable action on H.R. 1, they 
will have to put up a strong and 
coordinated fight in company 
with other retail groups of the 
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same mind, for current informa- 
tion on the measure does not in- 
dicate probable passage. In this 
issue, starting on page 38, is a 
message by Mr. Patman explain- 
ing his bill and urging support 
for this activity. This particular 
message was delivered to an en- 
thusiastic audience at the recent 
Minnesota convention and merits 
thoughtful reading. 


Palm Beach Convention :— 


Next month the Southern Hard- 
ware Jobbers’ Association cele- 
brates its 50th or Golden Anni- 
versary at Palm Beach, Fla. To 
have served the interests of South- 
ern wholesalers for half a century 
speaks well for the personnel of 
the membership and for the splen. 
did stewardship of officers who 
have served during that period. 
The memory of their devoted ser- 
vices and of their accomplish- 
ments should inspire the hearts 
of those who follow and take up 
official tasks in the organization 
executive group. Their goal should 
be to make the second 50 years 


bigger and better, aided by the 
greater opportunity for service 
that exists today and _ which 
should continue to exist in the 
wholesale distribution field. The 
convention of this group with 
the American Hardware Manu- 
facturers’ Association will be held 
April 8 to 11, 1940, with head- 
quarters at the Palm Beach-Bilt- 
more Hotel. To date advance 
registrations at this hotel and the 
adjoining Whitehall are heavier 
than ever before in the history 
of this joint Southern convention. 
This gives promise of record- 
breaking attendance which is 
highly appropriate on this occa- 
sion. To provide preferred direct 
accommodations to Palm Beach, 
from New York, Chicago, Cleve- 
land, Detroit, etc., HARDWARE 
Ace has arranged special spon- 
sored cars via the Seaboard Rail- 
way. Details of schedules and 
special round-trip rate fares have 
been published in recent issues. 
Reservations can be made through 
any railroad ticket office or 
through any office of this publi- 
cation or the Seaboard Railway. 





Re: Fair Trade 


Editor, HARDWARE AGE:— 


I have read with great interest pages 51 and 52 of the February 8 


issue of HARDWARE AGE. 


I want to tell you that we, who are holding all our products rigidly 
under all the Fair Trade Acts—appreciate the able and forthright man- 
ner in which you have defended Fair Trade. 

God knows that—with the Federal Trade Commission and other gov- 
ernmental agencies lending such a ready ear to the interests which for 
years have fattened upon the piratical destruction of hard-earned good 
will of manufacturers of identified products—fair trade needs all the 
support it can muster to prevent the repeal of the Tydings-Miller Act 
and of all the fair trade acts—and thereafter a vicious attack upon all 
forms of price maintenance by individual manufacturers as to individual 
products—including the time-honored right to refuse to sell to price- 
cutters. 

I doubt that our well-intentioned and misdirected zealots in Wash- 
ington have the slightest suspicion of the terrific shock to our entire 
economic system which would follow inevitably the successful conclusions 
of their present campaigns against fair trade. 

I am sending the pages mentioned above along to Dr. Clarke of the 
American Fair Trade Council—along with a copy of this letter. You 
no doubt know Dr. Clarke—and the valiant work he is doing to protect 
a lot of people who do not seem to realize that they need protection 
badly at this time. 

More power to your potent fountain pen—or whatever it is you use 
to get your ideas on paper. 

Jno. W. Anderson, president 
The Anderson Co., Gary, Ind. 
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all ti 
mes complete and equitable.” 


—says Mr. Paul Easby-Smith 
of Washington, D. C 
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Part Ill 


lL, order to prepare 


the scale drawing, accurate mea- 
surements must be taken in the 
old or new building which will 
permit the location of walls, posts 
and other obstructions. These de- 
tails are then transferred to trac- 
ing paper which is usually used 
for drawings of this type, espe- 
cially if blue prints are to be 
made. All chimneys, window and 
door openings, elevator shafts 
and stairways should be located 
on this drawing, using a scale of 
14 in. to equal one foot. Card- 
board cutouts of all usable fix- 
tures in the old store and stand- 
ard sidewall and table units of 
new fixtures should be made up 
on the same scale. This material 
will be used in working out the 
new floor arrangement. 
Estimates for new fixtures from 
the stock survey form (Part II) 
can now be placed upon the scale 
drawing using the cardboard fix- 
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Making the scale drawing layout— 
types of store arrangements— 
fronts —aisles — stairways — offices 


ture cutouts to represent the re- 
quired lineal footage for each de- 
partment or line. As cutouts rep- 
resenting specific departments are 
placed on the drawing, these 
items should be checked off on 
the survey form. 

F ourteen arrangements for 
stores of different widths and 
lengths are shown in this article. 
Suggestions for fronts, offices, re- 


ceiving rooms, stairways and 


aisles are incorporated in the dif- 
ferent layouts. Any of these fea- 
tures can be worked into an in- 
dividual plan. 

Fronts with and without lob- 
bies are shown for stores of vari- 
ous widths. Many variations in 
fronts can be worked out by com- 
panies specializing in this type of 
work. Those shown here are sim- 
ple in design and can be con- 
structed at reasonable cost. The 
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Plan No. 3—Stores 18'0” by 55'6”—Regular 
5’ and 7’ tables and platforms. 
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heads or bases will vary with the 
design of the front and the type 
of merchandise to be shown. 
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By GEORGE G. HOY 
Associate Editor 
Hardware Age 


Bases of medium height, 15 to 24 
in., are usually found in fronts 
with two windows of equal size. 
In a lobby type front, made up of 
four windows, the small windows 
can have bases as high as 36 in., 
while bases as low as 10 in. will 
be satisfactory in the large win- 
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Tx9 Left: Plan No. 4—Stores 20’0” 
& |) 2 % ° ° - by 54'0” — Regular 7’ tables 











and platforms and 5’ tables. 


s » > > © > > 
“ — “ao a Below: Plan No. 5—Stores 22'6” 


MASBBE S. by 64'0’—Regular 5’ and 7’ tables 
and platforms. 
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Aisles running the length of ® | # [ ‘Ss — I 
the store should be at least 4 ft. ' ° 
wide, and cross aisles no less than 
5 ft. Aisles can be slightly nar- 
rower where round end tables are 
used. Since very few store ar- 
rangements work out ideally, it 
is usually necessary to make some 


compromises. Adequate aisles, 1 Hy rc ——s ert eles peda 
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throughout the entire store. : : —— sas = 
Offices should be located at the mT ° ° ° ° 





[OOSOST] 





_|@} ; 
oFFice 
° o o a 6x9’ 





Right: Plan No. 6—Stores 23’0” by 

55'6”—Regular 5’ and 7’ tables and 

platforms. Outside front stairway 
to second floor. 
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rear in all stores since this space 
is apt to be least productive. An 
office with one desk and other 
office furniture, such as adding 
machine, files, typewriter and 
chairs, will require a space ap- 
proximately 7 by 9 ft. An office 
with two desks and other furni- 
ture will need a space 10 by 12 


wide and risers 5 to 6 in. high. 
Hand rails on each side are es- 
sential and safety non-slip edges 
should be provided. Stairways 
leading to stock rooms, used pri- 
marily by employees, can be nar- 
rower and have higher risers and 
smaller treads. Stairway plans 


should be checked with the build- 


ing codes of the city or state in 
all cases. 

Generally speaking, stairways 
to basement selling floors are lo- 
cated in the front part of the store 
in order to secure all the customer 
trafic possible. Store plans No. 
12 and No. 13 show stairway in- 
stallations in the center and along 


ft. and larger. All offices should 





be elevated 18 to 36 in. above the 





floor. The space under the office 
is ideal for keeping certain types 
of stock in a convenient loca- 
tion. In deciding on the size of 
the office, remember that using 
more space than is necessary sim- 
ply reduces the productive selling 
space of the store. 

Stairways leading to selling 
floors which are to be used by 
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customers should be at least 4 
ft. wide and wider if possible. 


Treads should be 10 to 12 in. 


Plan No. 8—Stores 24'6” by 71'0”—Regular 
5’ and 7’ tables and platforms. 
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the sidewall. Stairways to selling 
floors on the second floor are usu- 
ally placed in the rear so that 
+ customers will come through the 
main store and so that the stair- 
way construction will not compli- 
cate the arrangement of displays 
and departments in the front of 
the store. 

Posts, unless very large, should 
be blended into the store back- 


orrice 
10"* 12" 

















Plan No. 9—Stores 25'0” by 60'6”’—Regular 7’ tables and plat- 
forms and either 5’ round end or regular tables and platforms. 


ground. Table displays are usu- 
ally arranged around small posts 
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l Plan No. 11— Stores 
33’6” by 72'0”—Regular 
5’ and 7’ tables and 
platforms. 
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in the center of a narrow store. 
If posts come in a center aisle in 
a store, the aisle should be made 


tremely good taste and clever de- 
signing are necessary to secure a 
pleasing arrangement. 
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Plan No. 12—Stores 36'0” by 66 


‘6”—Regular 5’ and 7’ 


tables 


and platforms. Stairway to basement at front of store in center. 


ceptionally large posts can be ob- 
scured, as far as the customer is 
concerned, by surrounding them 
with mirrors for a space above 
and below eye level. Only where 
posts are very large should they 
be surrounded with merchandise 
displays and in such cases ex- 


platforms, 5 and 7 ft. long, are 
best adapted to the center floor 
arrangements. By using uniform 
size equipment, entire display 
units can be moved to different 
locations, and _ this flexibility 
makes it possible to work out 
new floor arrangements valuable 


in the aggressive merchandising 
of today. Tables should be de- 


signed so that they can be used 
back to back with stock space 
accessible from the front. Round 
end tables are being used to some 
extent where unusually narrow 
aisles cannot be avoided. 

doors 
with 
many 


Entrance 
equipped 
hinges in 


are being 
double acting 
of the modern 
fronts, with the result that cus- 
tomers need not fumble with 
latches when entering or leaving 
the store. A 
trance door is another popular 
type and is convenient for cus- 
with 


reverse bevel en- 


who 


tomers are leaving 
packages. 
Location of window and _in- 


terior lighting units are shown on 
each of the layouts in this article. 
Units are located on 12, 18, and 
24 in. centers. Shallow type win- 
dow reflectors equipped with 100- 
watt lamps will be found satisfac- 
tory and larger lamps can be used 
if desirgd. A new type of lamp 
called a “projector lamp” is now 
available which has its own re- 
flector built in as an integral part 
of the lamp. It comes in either 
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Plan No. 14—Stores 48'0” by 66'0”—Regular 5’ and 7’ tables and 


platforms. 


flood or spot beam and the use of 
it reduces window lighting in- 
stallation costs to a minimum. 


Iowa Hunters’ Song 


Parody to tune (The Man With the 
Mandolin) 

Bingedee Bang Bang Bang. Binge- 
dee Bang Bang! 

Here comes a hunter with his old 
shot gun 

Bingedee Bang Bang Bang, Binge- 
dee Bang Bang! 

He'll hunt the 
Morning comes 

Dad’s a Good Fellow, shooting is his 
sport 

He goes a Hunting every now and 
then 

Happy old Fellow smoking his pipe 

You'll enjoy Hunting with a Man 
like him 

All the Hunters foller, when the 
Ducks holler in the skies above 

Daddy goes a Hunting to Iowa Lakes 

Whistling a Hunter’s tune we love. 

Bingedee Bang Bang Bang, Binge- 
dee Bang Bang! 

Over the Lakes 
come in, 

Bingedee Bang Bang Bang, Binge- 
dee Bang Bang! 

Dad’ll bring the Ducks if you give 
him some. 

Featured over Radio Station 

—By Lem Turner 

L. W. Swanson, Composer, Hardware 

& Furniture, Whittemore, Iowa, and 

sung at the annual banquet of the lowa 

Retail Hardware Association 


when the 


Ducks 


where the Ducks 


WHO 
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Sidewall fixtures arranged in bays to increase the 
fixture space and develop departmentalization. 


One of the most practical and 
economical lighting units for in- 
terior lighting is the enclosed 





fixture 


semi-direct frosted glass 
equipped with a 300-watt lamp. 
l'ixtures using fluorescent lamps 
and indirect lighting units are 
also available and give excellent 
general illumination. Some mer- 
chants may prefer a higher de- 
gree of illumination as well as 
more decorative fixtures. 

In planning the heating for the 
modern store, it is important that 
the units be installed so they in- 
terfere as little as possible with 
the aisle and department arrange- 
ments. Heating units installed on 
the walls above the fixtures inter- 
fere least of all. Fans built into 
the unit circulate the air. If floor 
registers bring heat to the store, 
they should be located in the 
aisles after the fixture arrange- 
ment has been decided upon. Low 
steam and hot water radiators in- 
terfere very little if placed along 
the back of display windows or 
along exposed walls at the rear. 

The arrangement of stock and 
display of merchandise will be 
discussed in Part IV of this series. 
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“When I hired Elmer, I told him he’d have to do a lot of 
back slapping—but I thought he’d use a little judgment.” 
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Four Turnovers | 


selling any service or line of 

merchandise, is determining the 

market which will bring one the 

a ear on a greatest profit and then going 
after it with all guns firing. Fol- 

lowing this idea, the F. A. Camp- 

° bell Hardware store, 2222 State 

* aint St., East St. Louis, Ill, goes after 

the consumer trade as its chief 

source of paint department sales. 


k As a result, the store enjoys three 

toc to four turnovers a year on a 
paint stock of $2,500. 

To attract the consumer's paint 

dollars the store uses daily radio 

spot broadcasts, holds one or two 


Daily radio spot broadcasts, demonstrations annually, features 


a nationally advertised quality 


demonstrations and displays line of paint and uses one of its 


display windows for paint and 


get results for F.A.Campbell allied lines most of the time from 
six to eight months each year. 

’ Says F. A. Campbell, “We deal 

Hardware, East St.Louis, Ill. chiefly with consumers because 
there’s greater profit for us. We 

- om prefer to get cash over the counter 

to doing a big credit business. 
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Our store caters chiefly to office 
workers and we took on our pres- 
ent nationally advertised line to 
stop people from buying out of 
town.” 

The Campbell paint advertising 
and merchandising activities do 
such a good job for the store that 
large sizes of paint and enamel 
are the best sellers. Enamels move 
best in quart cans, while gallon 
and half-gallon sizes are most ac- 
tive in house paints. Since the 
sale of related lines is a good 
profit-builder, members of the 
store staff, according to Mr. 
Campbell, always suggest a paint 
brush and other related lines when 
they sell paint He says, “We sell 
a brush for about one out of three 
cans of paint.” From 50 to 75 
customers, each year, buy paint. 
brushes, etc., for complete outside 
painting jobs. 

At least once every business 
day the wares and services of the 
Campbell store are advertised in a 
spot radio program of from 50 to 
75 words, with emphasis on paint 
as a frequent part of the program. 
The store demonstrations, which 
are held on Saturdays once or 
twice a year, are given particular 
attention, in the radio programs, 
just prior to those events. In ad- 
dition, from 3000 to 5000 book- 
lets on paint, painting and color 
are distributed in the better resi- 
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dential sections of East St. Louis. 
These booklets, provided by the 
manufacturer of the store’s main 
paint line, also contain a card 
with which the bearer may obtain 
a 10-cent sample of paint. Mr. 
Campbell states, “We go to the 
private homes because home own- 
ers are the people who spend the 
money.” These demonstrations 
regularly attract from 200 to 300 
people, mostly women, and are 
limited to simpler painting opera- 
tions such as color blending, etc. 
Simpler demonstrations are fea- 
tured because complicated opera- 
tions might tend to scare away 
some of the paint prospects. 

The top quality line of one 
manufacturer, is featured in. all 
shades in the store’s paint depart- 
ment. However, some shades, 


This space, adjacent 
to the paint depart- 
ment, is provided for 
customers. Here they 
may be comfortable 
while they discuss 
their paint problems. 
Floor waxes and pol- 
ishes are displayed 
and a radio is pro- 
vided for entertain- 
ment of customers. 


sizes and numbers of other manu- 
facturers are also carried, dis- 
played and sold by the store. The 
greater part of one 90-ft. wall of 
the store, which is 40 by 90 ft., is 
devoted to paint, varnish, brushes, 
putty knives, ete. Floor waxes, 
polishes, wax and polish applica- 
tors, etc., are displayed on manu- 
facturers’ stands in the front of 
the store. Paint is displayed on 
shelving of about the same height 
of the average person. The paint 
display is broken at about the cen- 
ler of the department, by display 
panels, on which are mounted 
putty knives, paint brushes, clean- 
ing brushes, stencils and various 
painters’ tools. The ledge at the 
top of the display units is utilized 
for displaying wheel goods, ham- 
pers and other bulky goods. 


Can’t Trade on Job 


AY an employee take advan- 

tage of the information he 
gets while working on a job and use 
that knowledge to make a private 
deal for his own profit to the detri- 
ment of his employer? 

A Federal Court recently decided 
that he may not and in the case 
before it required the employee to 
account to his employer for the prof- 
its he had made out of such a deal. 
Discussing the legal status of an 
agent or employee in such circum- 
stances the Court said: “An em- 


ployee may traffic for his own advan- 
tage and benefit outside the scope of 
the business of his employer without 
being accountable for the profit real- 
ized. The legal prohibition is against 
dealing with the subject matter of 
the employment and making ure of 
information acquired while acting 
within the scope of the employment. 
It is infidelity of that kind with op- 
portunity of detriment to the em- 
ployer that subjects the unfaithful 
employee to liability for the gains 
and profits of his transactions.” 
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That’s what a credit 

application form does, 

says W. H. Wittwer, 
credit manager of 


Wolff, Kubly & Hirsig 
Co., Madison, Wis. 


Credit application 
form lists impor- 
tant information to 
be considered in 
judging the ability 
of an_ individual 
to pay his bills. 


A CREDIT applica- 


tion form makes the credit-grant- 
ing job easier and more sound, 
according to W. H. Wittwer, 
credit manager, Wolff, Kubly & 
Hirsig Co., Madison, Wis. This 
company uses a form suggested 
by the local credit rating bureau. 

For best results, according to 
Mr. Witwer, the form must be 
filled out completely and refer- 
ences checked before the new ac- 
count is opened. Accurate infor- 
mation in answer to all questions 
is essential for effective collection 
follow up. The form should be 
filled out by some individual re- 
sponsible for collections and ex- 
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It Eases the Credit-Granting Job 





Full Name 
Wife’s or (Husband’s) Name 
No. of Children 

Present Address 

Former Address 

Occupation 

Employer 


Own Home or Rent? 





Have Accounts 


with 






Other Contracts 


at Present 


Mdse. Wanted 


Terms 


Personal 
References ] 
Bank Accouse 


If the above 
on or before the 2 h 


stated above re of the month followi 


terms. 


Date 
Signed 


tension of credit in the store. Al- 
ways secure a report from the 
local credit rating bureau on the 
application and check other data 
supplied by the applicant with 
this organization. 

“Interviews with people desir- 
ing credit,” according to Mr. Wit- 
wer, “should be carried on in a 
conversational manner, and not 
as if the interview were a cross- 
examination. Never ask individu- 
als direct questions as to their 
earnings but make inquiries as to 
type of work and industry which 
will enable the merchant to judge 


Application for Credit 


Used by Members of 
MADISON RATING BUREAU 


Telephone 


application for credit is approved I 
a 


ng purchase 







How long? 





















Sree to pay my bill 
» OF In payments as 










approximate income. Try to ar- 
range credit terms to suit the con- 
venience of the individual, pro- 
vided, of course, they exceed 
the minimum established by the 
store.” 

Minimum standards for rating 
risks applying to the community 
can be developed through the con- 
sistent use of the credit applica- 
tion form and experience with 
these accounts. This will make 
credit granting easier and will 
eliminate many of the losses re- 
sulting from the haphazard ex- 
tension of credit. 
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A new hardware salesmanship 
school, made possible under 
the George-Deen Act, is now 
holding sessions in Chicago 


Students are told points that should be brought to the cus- 
tomer’s attention early in the presentation. Emphasis is given to 
features that different types of patrons may want to know about. 





Retail Hardware Salesmen Go 


Moore than 35 em- 


ployees of retail hardware stores 
are taking advantage of an oppor- 
tunity to study practical principles 
of salesmanship and learn selling 
points about hardware items in the 
first hardware salesmanship 
school in Chicago, Ill. The class is 
made possible under the George- 
Deen Act through the Division 
of Vocational Education, Chicago 
Board of Education. It convenes 
each Monday evening in the model 
hardware store of the Chicago Re- 
tail Hardware Association in the 
Merchandise Mart. The two-hour 
study period starts a 8 and ends at 
10 o’clock. 

Robert F. Kozelka, hardware 
merchant, Kozelka Hardware Co.., 
Chicago, is the instructor and is 
responsible for the development of 
the study course, which is ap- 
proved by the Board of Education. 
He is a graduate of Carleton Col- 
lege, Northfield, Minn., and is well 
qualified to teach young men in 
hardware salesmanship. 

The program for the 1940 
spring semester is an 18-weeks’ 
course of study. Classes are open 
to all retail hardware employees 
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but are limited to approximately 
35 students. Each student receives 
more individual attention in the 
smaller class. Students déposit a 
registration fee of $5.00 at the be- 
ginning of the course and this is all 
refunded, provided they attend 75 
per cent of the classes. 

The course of study as devel- 


Piscuss;.,, 


Piscussi_,, 
Merchandisg Talk 
Filesus. 


Practio 
© Sell; 
ng: 





Outline of material covered 
in a typical classroom session. 


oped by Mr. Kozelka aims to give 
students factual information about 
hardware merchandise, practice 
selling periods and discussions 





Practice selling periods are held in the model store with the 
class observing the steps of the presentation. Each student 
1s given an opportunity to participate in this important work. 
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during each meeting. “We try to 
give students some merchandise 
data they did not know at each 
class,” says Mr. Kozelka. “We give 
them an opportunity to express 
their views and contribute their 
experiences for the benefit of all 
and we encourage each individual 
to become an active contributor to 
the group’s thinking. Most of the 
students are working hard each 
day, and have little time to prepare 
complicated lessons in advance. 
We feel the student should get 
something specific that he can use 
in his work at each class and we 
try to develop our program work 
along these lines.” 

A review of the work at the pre- 
vious class is the first step taken 
up at each meeting. A student who 
has missed the previous meeting 
can accordingly secure some infor- 
mation about what took place in 
this manner. Reports on special 
assignments are then presented 
briefly by one or two students. 
These reports are made before the 
entire class and serve as a basis for 
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Left to right: J. C. Amis, secretary-treasurer of 
the Chicago Retail Hardware Ass’n, whose organ- 
ization provides the model store classroom. R. F. 
Kozelka, instructor, and Alexander M. Sullivan, 
Director of Vocational Education, Chicago Board 
of Education, whose department is the sponsor. 


further discussion. Mr. Kozelka 
then presents the selling lesson on 
some hardware item and shows the 
class how to sell the merchandise. 
An outline of the subjects to be 
considered at the next meeting are 
announced before the meeting ad- 
journs. 

Usually, practice selling sessions 
take place in the model hardware 
store where students are in an ac- 
tual hardware store atmosphere. 


Robert F. Kozelka, 
instructor in the 
school, practices 
his theories in his 
own store. 


Two students give the demonstra- 
tion while the balance of the class 
observes the presentation and then 


offer suggestions for improvement. 
All students have an opportunity to 
take part in practise selling of this 
type. 

Items to be studied during the 
first semester are mostly seasonal 
articles which the students will be 
selling during the spring and sum- 
mer months. Since it is impossible 
to cover the entire hardware field 


in one course, many subjects must 
be omitted to be considered in fu- 
ture programs. 


States May Vie for Best Country-Cured Ham Title 


N the offing is the possibility of 

a nation-wide contest to deter- 
mine which of the 48 states can of- 
fer the best country-cured hams. It 
all came about when in an editorial 
in the Country Gentleman, under the 
title of “A Missouri Legend,” Con- 
gressman William L. Nelson of Mis- 
souri proclaimed that Missouri coun- 
try-cured hams are the best in the 
world. He is reported to have said, 
“So convinced am I as to the su- 
periority of the product of Missouri 
smokehouses that I shall be happy 
to see arranged a national exhibit 
of the best hams that the various 
states can offer.” 

This challenge brought quick re- 
sponse, Gov. Lloyd Stark writing 
Country Gentleman, asking that pub- 
lication to stage a contest and Con- 
gressman Nelson has had letters 
from all over America disputing his 
claims for Missouri hams and also 
falling in with the contest idea. 
Philip S. Rose in his editorial col- 
umn of the February issue of the 
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Country Gentlemen writes, “I see no 
alternative for Country Gentleman 
but to accept the responsibility. So 
watch this column for develop- 
ments.” / 

Hardware dealers, particularly 
those selling home-butchering and 


home meat-curing supplies, will want 
to go along with this contest when 
it develops. It’s a chance for fine 
promotional work and plus business. 
When more news of this unique con- 
test is available Harpware AGE 
plans to report it. 


Time Limits on Offers 


OW long does the law allow a 
business man to accept or re- 
ject an offer made to him? Answer- 
ing this question in a recent case 
the Federal Court explained: “When 
an offer is made for a time limited in 
the offer itself, no acceptance after- 
wards will make it binding; any 
offer without consideration may be 
withdrawn at any time before accept- 
ance; and an offer which in its terms 
limits the time of acceptance is with- 
drawn by the expiration of the time. 

“Where an individual makes an 
offer by mail, stipulating for, or by 


the nature of the business having the 
right to expect an answer by return 
mail, the offer can only endure for a 
limited time and the making of the 
offer is accompanied by an implied 
requirement that the answer shall be 
sent by return mail. If that is not 
done the person making the offer is 
released from it.” 

It is ordinarily said by the Courts 
than an offer which specifies no par- 
ticular time for acceptance is in- 
tended to be valid for a reasonable 
time, but the reasonable time de- 
pends upon circumstances. 
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By HON. WRIGHT PATMAN* 


Representative from Texas 


EDITORS’ NOTE:—Mr. Patman’s able message on behalf 
of his latest project—H.R. 1, the Patman Federal Chain 
Store Tax Bill—is presented here for the information of 
our readers, many of whom express conflicting views on the 
desirability of this proposed measure. The National Retail 
Hardware Association Congress approved this bill at French 
Lick Springs, Ind., in 1938; rejected it at Cincinnati, Ohio, 
in 1939 and early in 1940 by vote of the Board of Governors 
decided to endorse the bill. During the recent state conven- 
tion season several state associations have also endorsed the 
measure while others took no action on the subject. Among 
all types of independent retail merchants this proposed tax 
legislation holds front rank interest and is currently a sub- 
ject of great controversy among such groups. A vote would 
probably indicate a majority of such retailers heartily favor- 
ing the bill, believing it provides a desired check on chain 
store competition and growth and thus would improve the 


status of independent dealers. 


1, determining the best 


thing to do for all the people, we 
should consistently keep in mind 
the abolition of the four greatest 
evils, which are poverty, igno- 
rance, disease, and crime. At the 
same time, we should keep in mind 
encouraging, assisting and pro- 
moting the interest of the three 
greatest institutions on earth, 
around which all civilization is 
built—the home, the church and 
the school. 

As a_ nation of 130,000,000 
people that has accomplished 
more than any other country on 
earth, we must realize that our 
nation’s greatness is measured by 
the happiness and prosperity of 
the people who produce the na- 
tion’s wealth. We must also keep 
in mind that no nation has ever 
lasted when the labor of the 





*From an address before Minnesota 
Retail Hardware Association Conven- 
tion. Feb. 21, 1940. 
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masses was reduced to drudgery. 

Twenty-five per cent of our peo- 
ple are dependent upon agricul- 
ture for a livelihood; a larger 
percentage, 33 per cent, are de- 
pendent upon manufacturing and 
mechanical industries; 10 per cent 
are dependent upon transporta- 
tion and communication, and 15 
per cent upon trade and distribu- 
tion. The other major groups are 
domestic servants and those en- 
gaged in clerical occupations and 
professional services. Each class 
and group must be given a fair 
and equal opportunity. We can- 
not promote the general welfare 
without giving each major group 
an opportunity to prosper. Texas 
cattlemen discovered many years 
ago that “you cannot fatten the 
entire herd of cattle by merely 
feeding the bull.” 

I desire to speak to you on 
House Resolution No. 1 (H.R. 1), 


often referred to as the “Federal 
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Chain Store Tax Bill.” Some peo- 
ple refer to it erroneously as a 
“punitive tax measure,” or as the 
“death sentence bill.” But it is 
neither. It involves the question 
of whether or not a few people 
should own and control retail dis- 
tribution over the entire coun- 
try or whether or not we should 
encourage local business, locally 
owned and operated. 

The United States Chamber of 
Commerce has a widely adver- 
tised slogan. It is: “What helps 
business helps you.” This great 
organization could also very ap- 
propriately have another slogan, 
which would be very good to ac- 
company this one, and which 
should read: “What helps local 


business helps you.” 


Not Locally Operated 


In the beginning I concede that 
there are certain types of busi- 
ness—such as railroads, telephone 
companies, investment firms, man- 
ufacturing plants and even whole- 
sale houses—that local people 
cannot always operate success- 
fully even if permitted to do so. 
But we do know that if local 
people are given the opportunity 
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Sponsor of proposed Federal Chain Store Tax 
Bill declares this measure involves question 
of whether or not a few people should own and 
control retail distribution over the entire 
country, or whether or not we should encour- 
age local business, locally-owned and operated 
States bill would not be either “punitive tax 
measure” or “death sentence bill.” 


to do so, they can and will oper- 
ate a local bank, the local retail 
stores and other purely local busi- 
nesses. 

This bill (H. R. 1) uses the 
taxing power of Congress as a 
vehicle to reach an absolutely 
worthy objective, which is to dis- 
courage monopoly in retail dis- 
tribution; to distribute privileges 
and opportunities, and to protect 
consumers, farmers and wage- 
earners. The attainment of this 
goal will discourage concentration 
of money and credit and prevent 
the destruction of local communi- 
ties. 


Object of the Bill 


The question is often asked: 
“If the object of the bill is to 
restrict and curb the great inter- 
state chain store systems, why not 
pass a law to confine them to a 
smaller area or to the boundaries 
of one state?” The answer is 
that if Congress could pass a con- 
stitutional law that would accom- 
plish such a purpose, it would 
be preferable to a tax bill and I 
would much rather advocate such 
a proposal. But the fact is that 
Congress cannot pass such a law 
that will be constitutional; where- 
as, it can use the taxing power. 
which is granted to Congress by 
the Constitution, for the purpose 
of passing a constitutional law to 
do identically the same thing. So 
the object of the bill is not pri- 
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marily to raise money or to place 
punitive taxes upon any concern. 
Its object is to restrict interstate 
chain stores to a much smaller 
area and certainly to the boun- 
daries of one state. 

Both major political parties— 
Republican and Democrat—have 
heretofore used the taxing power 
of Congress in the same manner 
as we are now attempting to use 
it—to restrict foreign-owned chain 
stores. For instance, after the 
War Between the States, Congress 
could not pass a constitutional 
law that would prevent the issu- 
ance of wild-cat currency by state 
banks. But it could, and did. 
pass a constitutional law that 
would place a prohibitive tax on 
the issuance of such currency. 
While this destroyed many state 
banks, it also served the useful 
public welfare purpose of pre- 
serving our American currency 
system. 

Congress desired to enact a law 
that would enable Government 
officials to know at all times who 


owned machine guns and other 
weapons that are used by gang- 
sters and racketeers. A law was 
passed placing a small tax on 
machine guns when purchased or 
transferred. This was not for the 
purpose of raising revenue. It 
was for the purpose of keeping 
up with the sale and transfer of 
machine guns. In other words, if 
the small tax is not paid along 
with the machine gun transfer, a 
Federal criminal law will be vio- 
lated. This is just another way 
of using the taxing power of Con- 
gress to pass a constitutional law. 


What It Does 


H. R.” 1, the Federal Chain 
Store Tax Bill, does not provide 
any kind of tax for the first nine 
of a chain of stores and the tax 
on a large number of stores with- 
in one state will not be prohibi- 
tive under this bill. But, if the 
concern tries to spread all over 
the nation and operate a large 
number of stores in more than 





“The question is often asked: ‘If the object of the bill is to restrict 
and curb the great interstate chain store systems, why not pass a law to 
confine them to a smaller area or to the boundaries of one state?’ The 
answer is that if Congress could pass a constitutional law that would 
accomplish such a purpose, it would be preferable to a tax bill and I 
would much rather advocate such a proposal. But the fact is that Con- 
gress cannot pass such a law that will be constitutional; whereas, it can 
use the taxing power, which is granted to Congress by the Constitution, 
for the purpose of passing a constitutional law to do identically the 


same thing.”—Hon. Wright Patman. 








one state, then the tax will be- 
come prohibitive; it will curb the 
commercial conquest of the ab- 
sentee-owned chains and will give 
independent business a chance. 

I believe you will be amazed 
to learn that there are more than 
7000 chain store concerns in the 
United States. And you will be 
equally surprised to learn that a 
majority of such chain store con- 
cerns will pay no tax at all under 
this bill. The average chain store 
concern will pay a very small tax. 
But there are about 20 large in- 
terstate concerns which are trying 
to run rough-shod over indepen- 


and is under the control of a very 
few men. 

There are 3,070 counties in these 
United States. In every county 
there is one good town—usually 
the county seat—that has concrete 
highways leading to it from every 
section of the county. A few so- 
called “wise men” in the east have 
conspired to get control of retail 
distribution in this country. They 
know that if they can get control 
of the retail business in these 
3,070 county seat towns that they 
can control the retail business of 
this nation. They know, too, that 
when they get this control that 





“H.R. 1, the Federal Chain Store Tax Bill, does not provide any kind 
of tax for the first nine of a chain of stores and the tax on a large num- 
ber of stores within one state, will not be prohibitive under this bill. 
But, if the concern tries to spread all over the nation and operate a 
large number of stores in more than one state, then the tax will become 
prohibitive; it will curb the commercial conquest of the absentee-owner 
chains and will give independent business a chance.” 


—Hon. Wright Patman. 





dent business and locally-owned 
business in this country. They 
will be seriously affected by this 
bill, if enacted into law. They are 
the ones—these 20—and not the 
6,980 chain store concerns—that 
are making all of the noise about 
H. R. 1 being a “death sentence 
bill.” It will not affect voluntary 
or cooperative groups or any in- 
dividually owned store, but it will 
be a death sentence to monopoly. 

Practically every city in the 
United States has a heavy tax on 
the big tent circus. In many 
places the tax is much more than 
$1,000 a performance. Was the 
tax levied to raise money? No. 
The people realize that a circus 
carries a lot of money out of town 
and they want to discourage any 
business coming to their town 
that takes so much money away 
and dries up the local reservoir 
of credit. That is the reason that 
so many towns and so many states 
enacted almost a prohibitive tax 
upon the circus. The interstate 
chain probably does not take the 
money out as rapidly as the cir- 
cus, but it is taking money out 
every night—365 days a year— 
and sending it to absentee owners. 
That is the reason so much wealth 
is concentrated in a few banks 
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they can dictate to the people 
from whom they buy the price 
that they must accept; and at the 
same time, they will dictate to the 
consumers the price that they 
must pay. The interstate chain 
store system should be stopped. 
It is absolutely destroying local 
community life in our nation. It 
is responsible for unemployment 
and relief. We did not have a 
Federal relief problem until the 
local communities were weakened 
by interstate chain stores siphon- 
ing the net profits, into the hands 
of their absentee owners. 


A Typical Case 


C. P. Brown, is a popular cloth- 
ing manufacturer of Des Moines, 
Iowa. He became greatly inter- 
ested in this proposal when the 
fact was brought to his attention 
that the interstate chain store sys- 
tem is destroying opportunities 
and privileges for the young peo- 
ple of our country. Mr. Brown 
discovered that, of 21,000,000 
American youths between the ages 
of 16 and 24, about 5,000,000 
are jobless while 9,000,000 earn 
an average of less than $15.00 a 
week. This is a dismal picture 
for the annual graduating class 












of 1,500,000 high school and col- 
lege students to face. Apparently 
they are denied the opportunity 
for which they asked and for 
which they toiled in school. 

The establishment of an inter- 
state chain store system in this 
country will cause the following: 

1—Destroy opportunities and 
privileges for the people at a 
time when we need to distribute 
opportunities and privileges. 

2—It will destroy all the print 
shops in the country, as the print- 
ing will be done in the large city 
at one printing shop. 

3—It will destroy insurance 
companies and the business of 
local insurance agents. 

4—It will destroy the local 
banks. 

5—Such a system with a few 
cooperating chain store buyers 
will destroy the prices of farm 
products. It is not in the interest 
of this country for the purchasing 
power of the farmer to be low- 
ered. It is too low now. 

6—It will cause more unem- 
ployment and greater distress 
among the people. 

7—The automobile factory will 
have its own retail dealers in the 
best towns. 

When the interstate chains get 
control of a market, the price of 
food is higher. They can sell be- 
low cost in your town until your 
local merchants are put out of 
business by using the profits that 
they make in towns where they 
already have control. When the 
local merchants are destroyed, the 
public pays and pays dearly. 

During this squeezing-out proc- 
ess, it is true that the absentee- 
owned, interstate chain sometimes 
undersells the local merchant, but 
it is another case of “Greeks bear- 
ing gifts.” The saving does not 
last long. But suppose, for the 
sake of discussion, that the inter- 
state chain store system will save 
the consumer 10 per cent on their 
purchases. It is not good business 
for the American people to save 
a few hundred million dollars on 
purchases a year and then have to 
pay out several billion dollars a 
year to take care of the unem- 
ployed people caused by the inter- 
state chain store system. In other 
words, it is not real economy for 

(Continued on page 66) 
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. T hese ideas have been used successfully 
cal and are worth trying in your own store 
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SS E Every time a customer opens the door of the Pickett Hard- 
& ware Co., Warren, Ohio, the electric door chimes on this 
‘ll : manufacturer's display unit ring. This not only announces 
, the fact that a customer is entering or leaving but also 
ne ; serves to call his attention to this section of the store. The 
individual chimes can also be operated by pushing buttons 
on the display board. This interesting corner helps sell 
et ‘ electric door chimes and is an aid to sales in the nearby 
of chinaware section. The corner is well illuminated by light- 
e- ing units concealed in a canopy. A coffee table with coffee 
a maker and related items adds a homelike touch to the corner. 
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. A partition, similar to the one 
e ae shown in this illustration, can 
5 & be used effectively in devel- | 
BY oping the specialty shop idea j 
4 a in a long hardware store. This 
r partition in the hardware store | 
i of the Lewis Lumber Co., As- 
, 3 bury Park, N. J., calls attention 


to the firm's paint department 
and also is used for display 
purposes. The display spaces 
at either end have mirror 
backgrounds while the center 
display space is open backed 
permitting an excellent view 
of the paint department. 
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WO years ago the 
McCracken-Mitchel Hardware Co. 
of Okmulgee, Okla., modernized 
its store in order to better meet 
chain store competition, which 
was strong in this city of approxi- 
mately 17,000. The purpose, in 
modernizing, according to C. A. 
Fahnestock, president of the com- 
pany, was to “reduce the number 
of items, in stock, to feature those 
with good turnover and to enable 
us to display merchandise so that 
customers could shop more easi- 
ly.” The company has accom- 
plished those purposes and is now 
doing better in its merchandising 
of both smaller units of sale and 
major appliances. At present the 
store is selling on an average of 
one electric refrigerator, one wash- 
ing machine and one gas range 
each week. 

As to the results of moderniza- 
tion Mr. Fahnestock says, “Our 
aisles are now wider and we have 
better store traffic. The store is 
lighter and we are selling a better 
percentage of our lines, because 


we can show more of our mer- 
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The McCracken-Mitchel store is at the extreme 


right. Save for the two adjoining buildings, all 
buildings visible are occupied by chain stores. 


chandise. We are now carrying 
both quality lines and competi- 
tively priced lines wherever we 
can. We had built a reputation 


for quality merchandise. Now 
that we show more competitively 
priced lines as well as quality 
lines there are few complaints 
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The McCracken-Mitchel Hardware 
Co., Okmulgee, Okla., went after 
the feminine trade and now sells 
three major appliances a week 


from customers who previously 
claimed our prices were too high. 
I am a firm believer that you can 
show the better quality merchan- 
dise to advantage if you also dis- 
play competitively priced lines. 
If you can’t show both grades, 
people won’t realize the truth of 
your statements. Under the old 
store arrangement customers could 
not see from one side of the store 
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Open table disp 


to the other. Now they can look 
all over the store.” 

Before the store was modern- 
ized only men were employed by 
the firm. Now there is one sales- 
lady, who has been a decided 
asset in the successful campaign 
to attract more women customers 
to the store. Mr. Fahnestock says, 
“At the time we modernized the 
store, new lines were added 









re neatly arrange 
Built-up displays ar 


d gift items 
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and old, slow-selling lines were- 
dropped. We try, at all times, to 
feature new and colorful items for 
the ladies and are keeping away 
from cheap cutlery, aluminum 
ware and other kitchenware. In 
the end we are better off.” 
Although related items are gen- 
erally grouped together, mass dis- 
plays of major appliances are 
spotted around in both the men’s 
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and women’s sections. Major ap- 
pliances are sold chiefly by the 
salesmen in the store, as the com- 
pany will not demonstrate such 
equipment in private homes. Ad- 
vertising, at least once a week in 
an Okmulgee daily paper, helps 
attract attention to the store’s ap- 
pliance offerings as well as to 
other lines. To better show the 
advantages of the gas and electri- 
cal appliances offered by the store, 
at least one electrical refrigerator, 
one washing machine and one gas 
range are hooked up for demon- 
stration at all times. While actual 
food is frequently kept in the 
demonstration refrigerator, arti- 
ficial food is sometimes substi- 
tuted. Deferred payment sales on 
appliances are financed by the 
store, the usual carrying charge 
being 5 per cent on contracts for 
six months or less and 10 per cent 
on contracts for six months or 
longer. The store keeps contracts 
to less than a year in most in- 
stances. Since care is extended in 
accepting contracts for deferred 
payment sales, repossessions on 
appliances have been a very rare 
occurrence. 


Demonstrations Held 


Cooking demonstrativus are held 
in the store from time to time and 
three such events were featured 
by the company last year. These 
demonstrations caused a constant 
flow of traffic throughout the 
store for the duration of the ex- 
hibitions. Besides helping sell 
major appliances for the kitchen, 
these events also helped sell $2,500 
worth of one line of newly added 
aluminum ware as well as help- 
ing to do a good volume in the 
aluminum ware lines regularly 
stocked prior to that time. 


Flexible Design 
The floor plan for the Mc- 


Cracken-Mitchel store was devel- 
oped by Simmons Hardware Co., 
St. Louis, Mo., wholesale hard- 
ware distributors, who also pro- 
vided additional display equip- 
ment needed at the time the store 
was remodeled. The store is so 
designed that traffic may move 
either lengthwise or crosswise 
with ease, permitting people in 


dt 





the side devoted to lines primarily 
of interest to men to cross over 
to the women’s section of the 
store and vice versa. Semi-open 
back windows are used for the 
men’s half of the store. The win- 
dows for the women’s part of the 
establishment are closed and are 
of greater depth in order to per- 
mit better display of major appli- 
ances. Appliance displays are con- 
stantly moved, as are most lines in 
the women’s section, to give the 
store a constantly bright and 
changing appearance. 

Thoroughly sold on the mod- 
ernization idea, Mr. Fahnestock 
says, “I feel that we are not hurt 
by chain store competition. We 


try to push items that provide a 
fair margin of profit at prices 
that permit us to compete. The 
dealer who modernizes and lights 
up his store and keeps it well 
arranged and neat will do well. 
Women like a nice place in which 
to shop regardless of their pur- 
chasing power and I believe the 
independent dealer who has a 
good place in which to shop will 
hold his own. Stores that are 
going to stay in business, in these 
days of active competition must 
modernize, in my opinion. Shop- 
pers will buy from the store 
with neat displays of merchan- 
dise which are well arranged and 
clean.” 





SERVICE WITH A SMILE 


"Hello! Black's'’ 


, Will You Please 
CSN Send Me a 


A \.. oy 
Box of Tacks? 





When you need something 
RIGHT NOW, but don’t want 
to stop and come down town for 
it—Phone us! If it’s hardware, 
paints or any other item found in 
our kind of store, we'll send it out 
to you gladly—and quickly! 


We’re out your way every day! 
Phone us! We'll deliver! 


BLACK’S 


(25 E. North 





1133 N. Water 


Black’s, Decatur, Ill., hardware store believes in giving the 
people of the community real service. An example of the 
service it cheerfully offers is shown in one of its re- 
cent newspaper advertisements which is reproduced above. 
Service of this kind has gained Black’s hundreds of new 
customers, and is, in all probability, one of the principal 
reasons why the store is so popular in Decatur. 
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In which the author tells some of his experiences and 


Something About Hardware 


By SAUNDERS NORVELL 


| = AGE 


has more than 21,000 regular paid 
subscribers. If each copy is read by 
more than four persons—a low aver- 
age—84,000 persons read each issue. 
There must be a great variety of 
readers. There are the old and the 
young, men and women, retail mer- 
chants, clerks, wholesalers, manu- 
facturers and traveling salesmen. It 
is quite a problem to know just what 
to write in order to interest all these 
readers. 

I have attempted to interest all 
classes of readers by writing on a 
great variety of subjects. I have 
written about the hardware business, 
travel, and books and even my “fan 
mail.” The letters I receive, not only 
from the United States but from the 
remote corners of the earth, make 
my daily mail full of interest and 
inspiration. They also serve to in- 
dicate how widely Harpware AGE is 
read. Most of these letters are 
friendly, but now and then I get a 
“hot one” full of criticism. All of 
these letters I answer—sometimes 
by hand. I am especially careful to 
“turn the other cheek” and write in 
a friendly spirit to those who take 
more or less violent issue with some 
of my articles. I learned early in 
life that I couldn’t afford the luxury 
of a temper. 

One writer, several months ago, 
criticized me for writing about old 
times. He suggested I get up-to- 
date. So then I wrote about young 
people who were just starting in 
life. Their adventures and troubles 
are very real to them. I wrote also 
about hardware clerks. But here 
comes a letter saying—‘“You have 
had a long and active business life. 
Why don’t you write more about the 
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Reminiscences of the Old West 


and a number of observations 


regarding latter day business 


problems of business—about your 
own experiences?” The answer is I 
was afraid of putting too much of 
myself in the articles. That is a 
weakness, we are told, that writers 
easily fall into as they grow older. 

Now, a well known publisher 
wants me to write a book all about 
selling hardware in the early days 
in the “wild and wooly West.” He 
seems to think the salesman of that 
period traveled with a pair of “44’s” 
strapped to his waist. Hadn’t I seen 
men killed? How about all the gam- 
bling and drinking? How about 
the 10 cents-a-dance Western dance 
halls? How about bandits holding 
up stage coaches? Sadly, I had to 
tell him I had never “toted” a gun. 
I never saw a man killed in a bar 
room fight. Yes, I had been to Ben 
Loeb’s in Leadville but then the 
girls wore knee dresses with fancy 
colored embroidery all over their 
skirts. The truth is that if a modern 
“strip dance” had been staged in 
any of those tough Western dives 
the local sheriff would have “pulled” 
the place! 


What a Difference! 


Yes, I traveled in the West for 
years, but the truth is the West in 
those early days was pure and good 
compared with what is taking place 
today in any of our large and 
middle-sized cities. 

You can see more vice and hell- 
raising here in New York (or any 
other city) any night than we poor 
hard-working salesmen would see in 
those early Western days in a year! 

I couldn’t accommodate my would- 
be publisher because if I told the 
truth I would tell how those old-time 


salesmen were a hard-working lot, 
carrying big hardware catalogs, 
showing samples, selling a lot of 
goods, making money and usually in 
a hurry to finish their trips to get 
home to their wives and babies. 

We have all seen “Cimarron.” All 
about Oklahoma and the great land 
rush. It contained thrill after thrill, 
but if Oklahoma was ever like that 
I must have been blind. I was there 
when Oklahoma City started, but 
what all of us were looking for was 
a place to sleep, something to eat 
and a bath! I never saw any fancy 
gents like handsome Richard Dix 
running around with two guns. A 
few cowboys did carry guns but 
there wasn’t one Colt revolver to a 
thousand inhabitants. There was 
gambling—but the gamblers were 
mostly hoboes, “down and _ outs,” 
who came in to get warm and usu- 
ally fell asleep in their chairs. The 
games were all just small change 
affairs. They didn’t have the money. 
I never saw real gambling until I 
finally reached Monte Carlo and 
New York. Our real gamblers were 
at the Waldorf-Astoria in the late 
80’s and early 90's. 

Yes, I knew Soapy Smith and a 
lot of others like him. They didn’t 
gamble much because they seldom 
had the money. $100.00 looked 
great to Soapy. At the Waldorf the 
poker gang once paid $3,000.00 for 
one lemon pie. They happened to 
be hungry! 

Too bad I couldn’t truthfully work 
up a book making the early Ameri- 
can hardware salesman an object of 
glamour. How well I remember 
dozens of them. They wore hand- 
me-down clothes, funny flat derby 
hats, shaved once a week and usu- 
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ally were badly in need of a hot, 
soapy bath. 

When these early salesmen re- 
turned to their headquarters their 
bosses, wearing stubby beards and 
boots, met them. They needed baths 
too. Not a home in a thousand 
sported a bathroom. They were a 
hairy, husky, “religion on Sunday” 
lot, and they didn’t ask too many 
questions nor examine an expense 
account too carefully if the salesmen 
brought home the “onions”! 


They Sold Goods! 


But these boys did sell goods! 
What juicy, profitable orders they 
turned in! Not so many of them 
but good ones. The average sales- 
man’s order of today would hardly 
interest them. No wonder today that 
every dollar of consumer price 
means 40 per cent cost of produc- 
tion and 60 per cent for cost of 
distribution. 

I believe that the fundamental 
principles of selling are the same 
today as in the past. The things 
that lead to success and failure are 
unchanged. The tune may be differ- 
ent but it’s the same old orchestra. 

So following the suggestion of my 
correspondent—an important leader 
in the hardware business—I am 
going to write some articles telling 
why some men _ succeeded while 
others failed. I will do my best to 
stick to the truth. I want mainly to 
deal in business principles. I want 
to tell stories explaining why some 
plans worked and others didn’t. 

For instance, there are two whole- 
sale houses in the same town. One 
stands still, the other progresses and 
builds up a large and _ profitable 
business. Why? There’s always a 
reason. Here’s just an illustration. 

Years ago in a town I visited, 
the president of a very progressive 
house remarked to me: “I dropped 
in to see my competitor Mr. X yes- 
terday. He was very friendly. He 
told me he got down every morning 
at 7 o'clock and opened and read all 
the firm’s mail personally. He was 
very proud of this.” Then this hard- 
ware man smiled and said, “I will 
never fear his competition. I will 
forget him. His business will never 
grow beyond his ability to open and 
read his mail.” Now this whole- 
saler did not open all his house mail. 
He selected other men to do this 
work. He trained others to work for 
him. He was a great developer of 
men. As his business expanded he 
had trained men to take care of it. 
For years I watched these two con- 
cerns. As predicted, one did not 
grow while the other became one of 
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the greatest concerns in the coun- 
try. Same line of goods, same class 
of customers, same opportunities, 
but what a difference in results! 
Back of it all a business principle 
was involved. Look out for bottle 
necks in your business that stop the 
flow. Every business has them. Take 
care that managers of departments 
do not become bottle necks that stop 
the free flow of business progress. 

Today, too many business men 
are paying attention and consuming 
their time with things that do not 
help their businesses. Two hours 
for lunch and all sorts of conven- 
tions and association meetings. We 
have a country of “joiners.” Too 
much interest in foreign and domes- 
tic politics, too much newspaper 
reading, too much talk. Thomas A. 
Edison told me he was glad he was 
deaf. He did not have to listen to a 
lot of idle talk. He could concen- 
trate on his job. 

Here’s a good principle to follow, 
“All right, run the government if 
you want to, but wash those front 
windows first!” 

Americans are great readers. Ev- 
erywhere you find them buried in 
newspapers. They surely must learn 
a lot. Then what? A great artist 
remarked, “The only art worth my 
while is the art I can use in my 
daily life.” Here in New York the 
foreigners are taking over almost 
every business and many of the pro- 
fessions. There is no doubt that 
they apply themselves more closely 
to their jobs because it is not easy 
for them to read the newspapers! 
You can’t know too much about 
your own business. Less general 
reading and more reading about 
your own business will help. 

Here, let me illustrate again. A 
friend of mine has bought a mod- 
ern up-to-date house. It is the last 
word in equipment’ and construc- 
tion. He tells me his equipment in 
air-conditioning, in oil-burning, in 
electrical gadgets of all kinds is 
beyond the capacity of hardware 
clerks, in his town, to handle. They 
sell him things but when they get 
out of order the hardware men can’t 
repair it and an expert must be 
consulted. Often these experts (so- 
called) do not seem to know what 
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In an intervicw with Mr. 
Leslie Davis of Sydney, 
Australia, when writing of 
the Premier of Australia I 
inadvertently used the name 
of former Premier Lang of 
New South Wales when Mr. 
Davis actually spoke of Mr. 
Gordon Menzies, ‘Premier of 
all Australia. 

—Saunders Norvell 


to do. He tells me he is looking for 
a mechanical engineer to run his 
house. He has a good chauffeur but 
the air-conditioning, water system, 
new radio and iceboxes are beyond 
him. 

All this points to the fact that to 
succeed a local hardware store must 
become a service concern. Your 
clerks must be trained mechanics. 
You must talk and advertise service. 

I know a lot of small dealers will 
say “bosh—how can we have me- 
chanical experts as clerks?” Maybe 
you can’t—right away—but when 
you do hire a clerk don’t pick out 
the college professor type but pick 
out a young fellow who likes me- 
chanics. Then help him cultivate 
his mechanical ideas. Supply him 
with mechanical books. Let him 
work out his own salvation. My point 
is that the modern hardware store 
will become more and more mechan- 
ical and that nothing will develop 
the sales end more than intelligent 
mechanical service. 

Young men trained on the old- 
time windjammers are not much use 
on the modern mechanized battle- 
ship! 


You Have to Know ’Em 


In my office a young mechanic 
opened his kit of tools. I was inter- 
ested to see what he had. There 
were many new tools to me. A screw 
driver had a transparent handle. It 
looked like glass. He told me such 
handles were better than wood. He 
said you could strike them hard 
blows with a hammer without fear 
of breakage. He explained other 
tools to me. What a swell hardware 
clerk this young fellow would make! 
To sell tools you must know how to 
use them. 

My friend with the modern house 
told me that all these mechanics 
have one pet word. That word is 
“unit.” Something is wrong with 
this or that “unit”—one “unit” in 
the back of our electric refrigerator 
caused a lot of trouble! 

Well, after all each one of us is 
just a piece of wonderful mecha- 
nism. We are also made up of 
units. So here’s hoping that all of 
your units are working smoothly. 
“Confucius Says” is running wild 
over the country. If your town has 
an attack, why not stick up a “Con- 
fucius Says” show window. Some- 
thing like this: 

What Did Confucius Say? 

Come in and we will tell you 
What Confucius said about 
Our new line of Japanese 
Beetle 
Traps! 
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SUITS yer: 


Vitamin B; for Plants Offers 


a New Sales Opportunity 


Recent experiments have proved 
value of vitamin by producing 


unusual results in plant culture 


ROM California’s In- 


stitute of Technology has come 
word of a startling new plant 
“medicine” —Vitamin B,, which in 
test cases has produced a daffodil 
that shot its flowering stock, thick- 
er than a man’s thumb, 42 inches 
into the air with a flower so large 
that a salad plate was concealed 
behind it. A red tea rose devel- 
oped a 5-inch bud and a 3-inch 
camellia cutting was rooted and 
grown into a 14-inch shrub in 11 
months. 

Generally, Vitamin Bj; brings 
about larger, healthier plants with 
bigger flowers; produces 
rapid growth; reinvigorates sick 
and straggly plants; produces 
healthier, faster growing seedlings 
and makes transplanting possible 
with very little “shock.” 

These are results that diligent 
amateurs have obtained and can 
obtain in their gardens and green 
houses, for Vitamin B, in its prep- 
aration and application is unbe- 
lievably simple. So simple that 
hardware dealers can _ properly 
merchandise it without a fund of 
scientific data. And the story of 
this vitamin has already received 
so much publicity in national mag- 
azines that a ready-made market 
has been created for hardware 
dealers among amateur horticul- 
turists. Thus, Vitamin B,; may be 
termed as practically self-selling. 

The story of this vitamin is con- 
sidered not only so interesting but 
so important that Better Homes 
and Gardens has carried the story 
of this “plant magic” to its gar- 
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dening readers. It is a story that 
is already familiar to amateur 
horticulturists, many of whom are 
your customers. 

As an indication of what this 
new plant development means in 
sales, wherever it has been made 
commercially available orders have 
literally poured in. A San Fran- 
cisco department store in a four- 
column offered 
enough vitamin to make 30 gal- 
lons of solution. For the first day 
alone mail-order sales were over 
$400. Add, subtract, or divide this 
volume by the number of garden- 
ers in your community and get an 


newspaper ad 





inkling of what Vitamin B,; can do 
for the sales volume of your gar- 
den supply department. 

Vitamin B, is not a plant food 
and does not contain nitrogen, 
phosphorus, and other food ele- 
ments necessary for plant growth 
either in soil or soilless plant cul- 
tures. It is not a substitute for 
fertile soil, for sun, air or water. 
It is a substance essential to the 
development of roots, a substance 
which fulfills the function of chlo- 
rophyll, the green coloring matter 
of plants, which is thought to act 
in the capacity of manufacturing 
Vitamin B;. When a plant is 
transplanted the circulation of 
water is stopped, the leaf wilts, and 
the plant does not manufacture 
sufficient Vitamin B, for the prop- 
er development of the root system. 
Thus a*“root shock” occurs which 
causes the plant to lie dormant. 

How is Vitamin B, applied? It 
is so potent that one part to 100,- 
000,000 parts of water is sufficient 
to bring results. Thus only a trace 
of Vitamin B,; in a small amount 
of water will make a stock solution 
and one drop of this solution added 
to each gallon of water makes the 
minimum concentration ordinarily 
used. The stock solution and quan- 
tity of water, of course, are propor- 
tioned to the requirements of the 
job on hand. For instance, in 
transplanting a greater concentra- 
tion will be used than is ordinarily 
required. In using Vitamin By, it 
is well to be as exact as possible. 
Ordinarily, outdoor plants should 

(Continued on page 90) 
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Poultry Supply Window 


Merchandise: Poultry fence, poultry netting, fence posts, health glass, 
small chick feeders, big chick feeders, large and small water fountains, 
chick remedies, marking bands, leg bands, thermometers and chick feeds 


of several types. 


Background: Main panels rich yellow corrugated board or wall board 
painted. Circle panel in bright blue with yellow cut-out letters. Small 
cut-out letter on main panel in red. 


Suggested Interior Displays: For tables—chick feeders and water 
fountains. For platforms—poultry netting. 





Mas national 


promotions on certain industries 
and of particular products occur 
in the spring. National Hardware 
Open House, to be held April 25 
to May 4, 1940, is most closely 
allied with the retail hardware 
store. America’s Home Week, to 
be held April 6 to 13, offers hard- 
ware dealers another opportunity 
to tie in with a consumer promo- 
tion and tell customers that the 
hardware store in their commu- 
nity is the place to purchase mer- 
chandise for the home. 

National Baseball Week held 
March 30 to April 6, is another 
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event the hardware store carrying 
sporting goods can cooperate with 
to excellent advantage. If the 
community has a local baseball 
club, pictures of the players in the 
window will increase the interest 
in the merchandise and the store. 
The store taking the lead in these 
things in the community will soon 
be identified as the best place to 
secure sporting goods. 

Costly advertising is not neces- 
sary in tieing in with many of 
the special product celebrations. 
The important thing is that the 
store be identified as taking part. 
Customers will secure the impres- 


Hardware Age 
Window 


sion that the store is headquarters 
and inexpensive window and in- 
terior display material will do this 
job. 

Events of this type offer the 
progressive merchant another op- 
portunity to invite customers to 
the store. They build traffic and 
serve to keep the consumer inter- 
ested in the store and its merchan- 
dise. 
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Use window glass between tiers 
for sturdy mass displays of water 
glasses. 
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A step-up display unit on the end 
of the table will improve display 
of dust mops. 
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Original 
Display Ideas 


Show live baby chicks in the 
poultry equipment window, in 
this section, to stimulate added 
interest in the display and mer- 
chandise. If the window is in- 
stalled prior to Easter there is an 
additional seasonal appeal. Baby 
chicks can be borrowed or pur- 
chased from a local hatchery if 
the store does not sell them. Most 
hatcheries will be glad to supply 





Superson 
WALLPAPER CLEANER 


3 For OOF 















See 
pr 


Wall paper cleaner is best shown 
in irregular mass displays, and 
should be priced in quantity. 
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Step-on-cans in more than one 
color will secure more attention 
and make more sales. 
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Baseball Window 


Merchandise: Catchers, pitchers, 
and first basemen’s mits, baseballs 
all kinds, bats, masks for catchers, 
soft balls, rule books, etc. 


Background: Main panels yellow 
corrugated board or wall board 
painted. Circle panel in blue with 
yellow cut-out letters. 





Harness Window 


Merchandise: Harness acces- 
sories and repair parts, buckles, 
horse brushes, currycombs, col- 
lars, collar pads, snaps, and halters 
of all kinds. 


Background: Main panels yellow 
corrugated board or wall board 
painted. Circle panel in blue with 
yellow cut-out letters. 





the chicks for the publicity and 
advertising secured. Acknowledg- 
ment cards should be shown if 
this is done. 

Small rabbits are usually asso- 
ciated with Easter, and, if shown 
in a display of toys and wheeled 
goods, will secure more attention 
to the display than the merchan- 
dise shown alone. 

Small dogs shown as a part of 
a display of dog harness, acces- 
sories and dog food will increase 
the interest in the display. Ken- 
nels are quite anxious in most 
cases to have an opportunity to 
show their stock and will cooper- 
ate with the dealer. 

Spring on the farm means more 








. 


work for both man and beast. In 
showing harness in windows and 
store, stress the advantages of 
preventing break downs with con- 
sequent loss of time. Urge cus- 
tomers to have harness in good 
condition and to secure new 
equipment or repair items at 
the store. Attractive interior dis- 
plays of sets of harness and ac- 
cessories should be planned to 
support the window display. 
Carefully developed sales pro- 
motion plans are very important 
at this time of year. There are 
so many different items that must 
be shown at the right time that 
it is difficult to do justice to all 
unless specific plans are worked 
out in advance and then followed. 
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Selling Opportunities Studied 
by New England Dealers 





Left to right: Hubert A. Meier, secretary; John T. Skolfield, president; 
Lucius C. Chandler, clerk, and Frank E. Loud, retiring president. 


A PPLIANCE sales op- 


portunities and trade diversion were 
subjects discussed at the 47th an- 
nual convention of the New England 
Hardware Dealers Association, held 
Feb. 27 to 29, 1940, at the Hotel 
Statler, Boston, Mass. 

John T. Skolfield, Gardiner, Me., 
was elected president at the closing 
session, succeeding Frank k. Loud, 
South Weymouth, Mass. Other off- 
cers elected were Frank J. Toole, 
Pawtucket, R. L, 
Lucius C. Chandler, Newton Center, 
Mass.. clerk, and Calvina O. Nich- 
ols, Dorchester, Mass., treasurer. 
Directors elected for one-year terms 
were James P. Mackey, Brookline, 
Mass., and George Rose, Somerville, 
Mass. Henry W. Rollins, Waterville. 
Me.: D. W. McMahon, Burlington, 
Vt.; Mr. Chandler; and Raymond 
Crompton, E. Greenwich, R. I., were 
elected directors for three years. 

President Loud welcomed dealers 


vice-president; 


in his opening address Tuesday 
morning and stated that his message 
was in complete agreement with a 
talk he had read in Harpware Ace, 
which was given before the Western 
Retail Hardware and Implement 
Association by W. Gibson Carey, 
Jr., president, Yale and Towne Mfg. 
Co. and of the U. S. Chamber of 
Commerce, on the subject of “Gov- 
ernment Must Be the Servant of the 
People—Never the Master!” He 
urged the dealers to read this 
message. 

Dr. A. P. Haake, managing direc- 
tor, National Association of Furni- 
ture Manufacturers, spoke on “Es- 


tablishing Yourself in Your Com- 
munity,” and emphasized the fact 
that dealers should strive to deliver 
the type of service their customers 
desire. He listed basic principles to 
be followed in developing the hard- 
ware store in a community. 
Electrification of rural areas is 
opening up new markets to the hard- 
ware dealer, Oscar W. Meier, direc- 
tor, Utilization Division, R.E.A., 
Washington, D. C., told the dealers. 
He stated that farmers spent ap- 
proximately $300.00 as soon as elec- 
tric current was made available to 
them. Irons, washers, radios, toast- 
ers, vacuum cleaners, hot plates, 
water pumps, motors and electri- 
cally operated cream _ separators 
were usually the fifst items pur- 
chased, he said, according to sur- 


veys by R.E.A. 


Trade Diversion 


William J. Cheyney, vice-president, 
National Retail Furniture Associa- 
tion, New York, N. Y., in discussing 
retail trade diversion, told the deal- 
ers that more than $1,500,000,000 in 
furniture alone is passing through a 
new system of distribution, namely, 
purchases by companies for em- 
ployees. He cited several examples 
where the consumer did not actually 
save money through such purchases 
but really paid-a price greater than 
that in the retail store. Many large 
companies purchase millions of dol- 
lars’ worth of merchandise for their 
employees every year, he said, but 
when shown the harmful effects of 


this practice usually discontinued it. 
He urged hardware dealers to sup- 
port a program designed to bring 
the facts of trade diversion to indus- 
try in New England. 

Paint is greatly undersold, said 
Lawrence C. Lockley, The Curtis 
Publishing Co., Philadelphia, Pa., 
and presented a number of charts 
showing the results of a survey of 
consumers’ paint-buying habits. He 
stressed the point that a house-paint- 
ing job is equal to many sales of 
major appliances. He stated that 
the survey had brought out the fact 
that hardware dealers do not call on 
paint prospects and do not make 
good use of color cards or paint 
styling services. Paint is not adver- 
tised enough, he claimed, and, as a 
result, consumers are not brand- 
conscious. Most people do not know 
that house painting can be financed, 
he said, and this has retarded pur- 
chases. He also stated that other 
industries were competing for and 
securing more of the consumers’ in- 
come, with the result that people 
postpone paint jobs. 

At the Thursday morning session, 
E. B. Gallaher, treasurer, Clover 
Mfg. Co., Norwalk, Conn., told the 
dealers that the business men of the 
country were important factors in 
influencing public opinion and, as a 
result, can have the type of govern- 
ment they talk about. He reviewed 
present economic conditions and 
outlined his views on the probable 
prospects for business during the 
next six months, listing events which 
might improve or retard business. 

Rivers Peterson, managing direc- 
tor, National Retail Hardware Asso- 
ciation, Indianapolis, Ind., urged his 
listeners to take part in National 
Hardware Open House celebration 
this year. He also outlined the ac- 
tivities of the associations and told 
of the development of national and 
state groups. 

The association adopted a resolu- 
tion opposing passage of Senate Bill 
S-2605, amending the definition of 
consumer cooperatives so benefit of 
Agricultural Adjustment Act could 
well be extended to others than 
farmers. 
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10 BIG ADS 


IN 


A big dramatic ad every month, 
beginning March, to nineteen 
million readers of LIFE ...a 
red hot sales message to an 
average of 1 out of 7 who pass 
your store. 

It’s the kind of a campaign 
that brings women to your store 
to see, to try, TO BUY Westing- 
house Washers and Ironers. The 
kind that doubles the effective- 
ness of your Joca/ advertising, 
promotions, displays. 

And best of all—a sensational 
10-month tie-in that won’t let 


EVERY MONTH...A BRAND NEW 
TIE-IN DISPLAY 


10 different advertising and promotion kits— 
a new one every month—to tie in with this 
powerful advertising to 19 million readers of 
LIFE every month. 


DON’T MISS IT 
Ask your Westinghouse distributor for details 


women forget the ad they saw 
in LIFE—that actually brings 
PRE-SOLD, LIFE-sold buyers to 
dealers who identify their stores 
with the biggest profit-producing 
activity in Westinghouse Washer 
and Ironer history. 

Write to Westinghouse Electric 
& Mfg. Co., Mansfield, Ohio, 
Department 92, for announce- 
ment of details, or phone your 
Westinghouse representative. 















H. D. WHIELDON 
President 


r 
HE Pennsylvania and 


Atlantic Seaboard Hardware Asso- 
ciation, meeting Feb. 26-29, at Con- 
vention Hall, Philadelphia, for its 
annual convention got under way of- 
ficially Tuesday, Feb. 27 with the 
president’s luncheon presided over 
by retiring president, George E. 
Corcelius, Huntingdon, Pa. Mr. 
Corcelius introduced the guests 
seated at the :peakers’ table and fol- 
lowed with his annual message. He 
pointed out the association’s accom- 
plishments of the last year and dis- 
cussed the importance of the inde- 
pendent retail merchant in the dis- 
tribution system, remarking that the 
independent merchant was not wan- 
ing but that last year he accounted 
for 85 per cent of the total retail 
volume of business. 

Rivers Peterson, managing direc- 
tor of The National Retail Hardware 
Association in his speech, “The 
Challenge of Competition,” said 
competition was an inherent part of 
the American system of free enter- 
prise and that America would never 
solve the challenge of competition 
by ridding itself of the free enter- 
prise system. He protested grants 
showered upon consumer coopera- 
tives as an evasion of the competi- 
tive challenge and warned against 
destruction of those incentives, the 
initiative and morale that has made 
the United States what it is today. 

We must eliminate the doctrine 
of “the world owes us a living” from 
our thinking, Mr. Peterson said. Deal- 
ers have no God-given or legal right 
to the distribution of any kind of 
merchandise. They can’t meet the 
challenge of competition by running 
the other fellow’s business but by 
efficiently running their own busi- 
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nesses, he continued. “They want 
others to lose their competitive ad- 
vantages but resent losing their own. 
Legislation against chain stores will 
not make hardware dealers better 
merchants.” . 

Then Mr. Peterson urged dealers 
to meet this challenge by matching 
the methods of competition; to 
change with the times; prove them- 
selves, modern, progressive and ag- 
gressive merchants. “Today poten- 
tial sales are just as great as when 
there were no chains.” Mr. Peter- 
son concluded his talk with a discus- 





GEORGE E. CORCELIUS 
Retiring President 


sion of the aims of National Hard- 
ware Open House. 

Wednesday morning, Feb. 28, the 
dealers met again to hear C. P. Jar- 
den, managing director, The Sher- 
win-Williams Co., Cleveland, Ohio. 
speak on “Paint—The Pot of Gold 
at the End of the Rainbow.” He 
stated that the paint department was 
one of the most profitable depart- 
ments in hardware stores and asked 
that dealers give it the attention it 
deserves. He said dealers are letting 
the paint department pass out of 
their hands into the hands of chain 
stores and into the building material 
field. 

In discussing the profit opportuni- 
ties in paint, Mr. Jarden pointed out 
that it represented a $4.00 per capita 
market. “People want color and are 
spending millions to get it, so don’t 
let this business pass by your 





PASHA Dealers Analyze 


Competitive Problems 





stores.” he cautioned his audience. 
He told the dealers to meet competi- 
tion not by cutting the price but by 
a quality sales argument. He also 
told them to modernize their paint 
departments and not to expect to do 
a 1940 paint business with an 1860 
department. 

Dr. Alfred P. Haake, Cleveland. 
Ohio, managing director of the Na- 
tional Association of Furniture Man- 
ufacturers, followed Mr. Jarden on 
the program with an inspiring ad- 
dress, “The Way to Recovery and 
prosperity.” He spoke about the 
American system and democracy and 
told of the advantages it has given 
us over other systems. Dr. Haake 
said we could not have equal dis- 
tribution of profit and equal distribu- 
tion of wealth. People pay only ac- 
cording to worth. Our job, he point- 
ed out, is not to change the system 
but to improve people. 

Charles Cougar of The National 
Retail Hardware Association opened 
the session of the final day, Feb. 29, 
with a talk on the association’s ac- 
counting records. He was followed 
by Walter D. Fuller, president of 
the Curtis Publishing Co., Philadel- 
phia, whose address, “A Job for 
Every Man,” was a discussion of 
Pennsylvania’s job mobilization cam- 
paign. Mr. Fuller urged that the 
state create a permanent job-mak- 
ing bureau. He said “There is need 
for a ‘job doctor’ whose work will 
(Continued on page 108) 
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Feature it this month! Prove again you can 
get extra profits from the Taylor line! 


ing. $5. For altitudes 
3500 to 7000 ft., $6. 


AKE MORE SALES to your fishing customers! 


Help them complete their equipment with this 


Taylor Fisherman’s 
fish will bite better 


Barometer which indicates when 
and when they will not be so 


sager to rise to the bait. 
This Fishing Guide is one of the most popular 


items in the Taylor line. 


Tests by hundreds of 


fishermen in the United States and Canada show it 
is 94% accurate! This instrument should be a profit- 
maker for you as for other dealers. 


The Fisherman’s 


Barometer makes more complete 


the Taylor line of thermometers and weather instru- 
ments. Below are suggested items for March sales. 





Below: 

5317. Window Ther- 
mometer. Durable, 
accurate — easily 
mounted brackets. 
Each, retail . . 50¢* 


mre 


| fo 


7" 


Thermometer. Has 
new Binoc glass tub- 
ing. Easier, faster to 
read. Each, retail 

$2.00* 





Above: 7 Above: 


5928. Bake Oven A 5132. 
Thermometer. Easy to 


hang and read. Wide 
temperature range. 
Each, retail .. 75¢* 


Below: 

5908. Candy and Jelly 
Thermometer. Stain- 
less Steel Scale, not 
affected by fruit acids. 
For tastier sweete. 
Each, retail .. $2.00* 


Outdoor Wall } Above: 

ja] 5936. Roast 
Thermometer. 
cates roasting points 
for various meats. 


Each, retail .. $1.50* 


Meat 
Indi- 


Below: 

5152. Outdoor Wall 
Thermometer. Comes 
in assortment, six on 
display card. Each, 
retail ..... . 25¢* 


Above: 

5357. Indoor Standing 
Thermometer. In at- 
tractive metal frame 
with onyx colored base. 
Each, retail. . $1.00* 





OU will profit by remembering these 
two points: 

1. March and April are good months to 
display thermometers and weather in- 
struments. Cold March winds—warm 
April showers . . . call for extra care to 
preserve health and comfort. Sell Taylor 
Instruments as an inexpensive way to 
help guard against sickness. 

2. Make the most of this opportunity 
by concentrating on the Taylor line. 
Your customers will find in it the instru- 
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ments they need—at prices they can af- 
ford. There are accurate indoor and 
outdoor thermometers, cooking and gen- 
eral utility thermometers—Stormoguides 
and Baroguides to help forecast the 
weather 12 to 24 hours ahead! 

It’s an advantage to deal with one ther- 
mometer manufacturer, especially when 
that one is Taylor—with an established 
national reputation for accurate and du- 
rable instruments both in home and in- 
dustry. Display Taylor Instruments now. 


Have your wholesaler fill out your stocks. 
Taylor Instrument Companies, Rochester, 
New York. Plant also in Toronto, Canada. 


*Prices slightly higher west of the Rockies and in Canada 








Illinois Discusses Trade Topics 
at Annual Convention 





Officers and directors, left to right, front row: Carl E. Merkel, retiring 
president; Roger Yontz, president; William Swanson, vice-president, 
and Charles Schaffner, director. Rear row: William H. Althoff, director; 
Walter W. Thomas, director; C. G. Gilbert, secretary; F. W_ Lietz, 


I HE Illinois Retail 


Hardware Association held its an 
nual convention Feb. 27 to 29 at 
Springfield, Ill., with dealers from 
nearly every county in the state in 
attendance. Trade topics were fea- 
tured in the three-day meeting with 
daily round table discussions. 

Dr. Asher Hobson, head of the 
department of agriculture and eco- 
nomics at the University of Wiscon- 
sin, addressed the convention in 
Tuesday’s afternoon session on “The 


Probable Effect of War Upon Prices.” 


Dr. Hobson said: “Mobilization de- 
creases production and war_ in- 
creases the rate of consumption. 
However, England and France are 
not without the ability to pay in the 
absence eof credit. Domestic de- 
mand, aided in part by increased 
foreign purchases of manufactured 
goods, shows signs of improvement.” 

Other speakers on Tuesday were 
William H. Altohoff, West Me- 
Henry; H. M. Thomas, Indianapo- 
lis; President Merkel, Quincy, and 
several university professors who 
later were present at the round table 
discussion. 

The association members and 
their guests, dealers and their wives 
assembled in the Knights of Colum- 
bus Hall Feb. 28 to hear Hobart M. 
Thomas, representative of the Na- 
tional Retail Hardware Association, 
discuss competition methods of chain 


director, and Phil Soukup, Jr., director. 


stores in comparison to independent 
hardware dealers. William H. Alt- 
hoff, West McHenry, spoke on the 
prospects of business and a round 
table discussion led by President 
Carl E. Merkel, Quincy, followed. 
About 150 dealers and their wives 
attended the discussion. 

The 25 Year Club. consisting of 
members of the association who 
have been active for a quarter of a 
century, had a breakfast on Wednes- 
day morning at the Leland Hotel, 
followed by the talks at the Knights 
of Columbus Building. 

The final day of the three-day con- 
vention featured a lecture on “Fair 
Trade” by Hobart M. Thomas. Mr. 
Thomas pointed out that the way to 
prevent price-slashing competition is 
to persuade manufacturers to sign 
the fair-trade agreement offered by 
the national association. 


Major Appliances 


Following the adjournment of the 
business session, W. Neal Gallagher, 
president of the American Washer 
and Ironer Manufacturers’ Associa- 
tion, Chicago, spoke on the future 
of the major appliances in the hard- 
ware business. Roger Yontz, presi- 
dent-elect, briefly outlined the fu- 
ture of the association and business. 

Mr. Gallagher said in his speech: 
“There are in the United States 


- about 12,000,000 persons between 


the ages of 20 and 24 and 11,000,- 
000 between 25 and 30. Sales of 
washers to new families and new 
mothers helped to send the washer 
and ironer industry to almost 1,500,- 
000 in 1939 or 25 per cent more 
than the previous year. 

“A total of more than $110,000,- 
000 was invested last year in wash- 
ing equipment. New homes to be 
built this year may exceed 500,000.” 

Members of the association elected 
officers in the closing business meet- 
ing on Feb. 29. Roger Yontz, Chris- 
man, was named president and 
William Swanson, Peoria, vice-pres- 
ident. Directors named included one 
new member, Charles Schaffner. 
Herrin, replacing M. L. Campbell, 
Benton. Carl Merkel, Quincy, re- 
tiring president, automatically be- 
comes a director and Walter Thomas, 
O'Fallon, and F. W. Lietz, Buckley, 
were re-elected. Two directors, Phil 
Soukup, Jr., Elmhurst, and William 
Althoff, West McHenry, are hold- 
overs, 

A banquet at the Abraham Lin- 
coln Hotel, dancing and a question 
“B” with teams of men and women 
lining up in a “Battle of the Sexes,” 
resulting in the women winning with 
1001 points to the men’s 999, closed 
the convention. Prizes were awarded 
at the close of the meeting. 
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7. whole nation has gone “hobby-minded” and 
the biggest opportunity of the year is to make your 
store the focal centre for this rapidly growing, highly 
profitable business. 

For arousing interest, centering attention on your 
Ritiietien taet tid walectes store and increasing store traffic, the MEGOW 
4 display now ready! MODEL AIRPLANE CONTEST is unexcelled. It is fas- 
cinating to young and old alike... witness the crowds 
before any good model airplane window display! 

Under the new plan, these Contests will be con- 
ducted by Megow Dealers. In addition to the many 
prizes which they will issue, there will be sensational 
PRIZE TRIPS TO THE NATIONAL MODEL AIRPLANE 
AT CHICAGO... and many CASH PRIZES 
. . for the winners! 

Megow Contest Kits have been worked out by 
thoroughly experienced contest managers, and every 
ssible aid is given in sponsoring and conducting 
bntests at very little cost. Each contains entry blanks, 
splays, model kits for prizes ... all neatly pack- | 
aged in special cartons and costing only a fraction 
of actual value. 

Write today for full information. 


. Howard & Oxford Sts., Phila., Pa. 
217 N. Desplaines St., Chicago. Ill. 
718 Mission St.,San Francisco, Cal. 


SEE THE MEGOW EXHIBIT AT THE NEW YORK TOY FAIR 
HOTEL McALPIN, ROOMS 304-6, APRIL 8th to 20th 

































These NEW WAR 


at 


Models that are in the 
news! The famous 
HAWKER HURRICANE 
Pursuit Plane now be- 
ing so effectively used 
by the British; the 
CURTISS PURSUIT, 
strong favorite with the 
French; the famous 
BELL PURSUIT —and 
the RYAN STM Military 
Trainer! 24-inch wing- 
span. Full color insig- 
nia sheets. Motor Hum 
Device, etc. 
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Arkansas Dealers Look Forward 
to Better Business for 1940 


[ \ PPROXIMATELY 


150 dealers and representatives of 
manufacturing and wholesale firms 
were present for the 40th annual 
convention of the Arkansas Retail 
Hardware and Implement Associa- 
tion, Inc., which was held at the 
Hotel Marion Tuesday and Wednes- 
day, Feb. 20 and 21. 

A. P. McKeithen, Clarksville, 
president of the association, opened 
the meeting. He stated that, from 
all indications, the year 1940 should 
prove better for hardware dealers 
than the year 1939. He was followed 
by G. L. Turner, Little Rock, sec- 
retary, who read a report of the last 
convention. 

Hobart M. Thomas, director of 
Association Extension for the Na- 
tional Retail Hardware Association, 
Indianapolis, Ind., spoke on National 
Hardware Open House. He stated 
that during the year 1939 chain 
stores did a business of more than 
$7,500,000,000. He said that while 
the chains have not put independent 
dealers out of business, and in all 
probability never would put them 
out of business, great changes have 
been made and will continue to be 
made. He also told of the vast 
amount of money spent by chain or- 
ganizations for special promotions. 
advertising and so forth. 

H. G. Davis, research director of 
the National Farm Equipment In- 
stitute, Chicago. spoke on “Selling 
the Production Tools of Agricul- 
ture.” He discussed the progress 
made during the past 40 years. In 
the matter of wage earners, he pro- 
duced figures which showed that the 
average wage earner in 1899 made 
$35.00 a month, salespeople $2.50 
a week and store manager $7.00 to 
$8.00 a week. The yearly average 
of a wage earner in 1849 was $248; 
in 1899 it was $426; in 1929 it had 
jumped to $1,316. In 1849 there 
were 957,000 American factory 
workers; in 1899 there were 4,713,- 
000; in 1929 this number had in- 
creased to 8,822,000. He urged deal- 
ers not to consider farm implements 
as a side line but to look upon them 
as a major product. 

W. H. Stentz, vice-president, Deere 
& Co., Moline, IIl., and manager of 


56 


the John Deere Plow Co., St. Louis, 
made a short talk, complimenting 
the association for the work it is 
doing. Men in the hardware business 
in small towns, he said, are larger 
contributors to the welfare of their 
communities than those in any other 
kind of business. He also stated that 





GEORGE L. TURNER 
Secretary 


the outlook for hardware dealers in 
Arkansas for 1940 is brighter than 
it had been for several years. He 
stressed more intelligent sales meth- 
ods and told the delegates they 
should know more about their mer- 
chandise because of keener competi- 
tion. 

A film, “Indianapolis 500 Mile 
Automobile Race.” contributed by 


A Correction 


The name of C. S. Newcomer, Mt. 
Joy, Pa., a director of the American 
Hardware Supply Co., Pittsburgh, 
Pa., dealer owned wholesale hard- 
ware house, was omitted from the 
list of directors given in the report 
on that company’s convention as 
published in the Feb. 22 issue of 
HARDWARE AGE. H. Leslie Gould, 
director of sales, who was referred 
to, in the report, as a buyer, states 
that the company’s sales for 1939 
totaled $1,400,000 instead of the fig- 
ure given in the report. 


O oO 


the Firestone Tire & Rubber Co., 
Memphis, Tenn., was shown. W. H. 
Burwell made a short talk and ex- 
plained the film. 

The Wednesday morning session 
opened with an address by Clifton 
Rhodes, of the Belknap Hardware & 
Mfg. Co., Louisville, Ky. He re- 
viewed the importance of “Hard- 
ware Open House.” He said the 
hardware dealer should keep a well 
balanced store, including hardware 
and farm implements. He also stated 
that the hardware business for 1940 
looked good. 

W. H. Stanley, secretary of the 
Chamber of Commerce, Hot Springs, 
Ark., spoke on “Retail Sales and 
Turnover.” He explained that fash- 
ion is the keynote today and people 
do not buy things—they buy effects. 
For example, he explained, a per- 
son does not buy a radio simply 
because it is a radio. He buys it to 
hear the outstanding programs. He 
also stated that women own 70 per 
cent of the nation’s private wealth; 
49 per cent of the stockholders of 
the United States are women; 
women buy 85 per cent of all mer- 
chandise sold through retail chan- 
nels and that 80 per cent of the 
housefurnishings are bought by 
women. 

W. M. Johnson, editorial writer 
for the Arkansas Democrat, Little 
Rock, made a short talk and re- 
viewed agricultural progress made 
in Arkansas during the recent years. 

Riddick Riffel, assistant super- 
visor, Department of Commerce, 
Bureau of Census, Washington, 
D. C., spoke on “Business Census.” 

The nominating committee named 
J. E. Young, Walnut Ridge, presi- 
dent; Laurence Hurley, Warren, 
vice-president; and G. L. Turner, 
Little Rock, secretary. All were 
elected. Directors named were Ray 
Meriwether, Ed Hayes, Billy Mitch- 
ell, W. A. Smith, Hugh Rice, Charles 
C. Ferrill, Howard Burton, George 
F. Roys, and W. H. Moore. 

A banquet was held at the Hotel 
Marion Wednesday evening with 
Tom Barritt, of E. C. Atkins & Co., 
leading the singing. A floor show 
and a one-act play were additional 
features. 
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SalesCome Easy’ when you display 


OWENS-ILLINOIS KITCHENWARE ENSEMBLES 


When you can offer a woman style that is “up-to-the- 
minute” at a price she can well afford—she’ll buy on 
sight. And that’s what happens when you display 
Owens-Illinois kitchenware ensembles in your depart- 
ment. 

There’s a reason for your success with these matched 
sets. Their style appeal is the result of a constant check 
on decorating trends and customer wants. Their evi- 
dence of quality is the result of sound construction 
and a finish that only the most superior lithography 
can produce. This kitchenware is the biggest value 
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you can offer. 

In the Arcadia pattern pictured here, you see just one 
of the many smart designs open to your choice. See 
our complete line of distinctive patterns at your job- 
ber’s or contact our salesman direct. 


OWENS-ILLINOIS 
CAN COMPANY 


HOUSEWARES DIVISION * TOLEDO 








THOMAS M. GEORGE, 
secretary and treasurer of the 
Ott Hardware Company, Santa 
Barbara, Cal., celebrated his 
79th birthday on January 16th 
shortly after the completion of 
his 55th year in the hardware 
business. Mr. George was 
born in 1861 and first entered 
the hardware field in Santa 
Barbara in 1885. In 1875 a 
hardware store was opened in 
Santa Barbara under the name 
of Roder & Ott. In 1889 the 
business was greatly enlarged 
and was purchased by a new 
owner and assumed the name 
of the Ott Hardware Company. 
Since that time it has become 
one of the leading. modern exponents of merchandising 
in the hardware business on the Pacific Coast. Mr. George 
became the secretary and treasurer of the company in 
1889 and has spent the following years continuously and 
actively with that firm. One of the habits he has followed 
during the entire half century is that of being the first 
man at work each morning at 7 o’clock. He is a past 
president of the Southern Retail Hardware Association 
and has been termed the dean of Southern California 
hardware retailers. Mr. George has been a writer of many 
inspirational and corrective articles in the trade press for 





THOMAS M. GEORGE 


58 


Hardware Age 
Fifty Year 
Club 


the past 30 years. He is an active member of the Baptist 
Church. He has never sought or held any public offices 
but has devoted many years of his active life to the build- 
ing up of spiritual, educational and ethical accomplish- 
ments and improvements in his community. His chief 
hobby is the culture and development ef semi-tropical 
fruit trees and other plants. 


CHARLES E. PFAU, sec- 
retary and treasurer of The 
Huenefeld Co., Cincinnati, 
Ohio, manufacturers of stoves, 
ranges, ovens and sheet metal 
specialties, is 72 years of age 
and has been identified with 
the same firm for the past 57 
years. Mr. Pfau was born on 
August 11, 1867, and became 
associated with The Huenefeld 
Co. in 1883. He was secretary 
and treasurer of the Cincin- 
nati Hardware Club for 35 
years and still takes part in 
the activities of that organiza- 
tion. He was treasurer of the 
Sheet Metal Association of 
Cincinnati for five years; sec- 
retary and treasurer of the Hotel Burnet Co.; treasurer 
and director of the Hamilton County Bank and also 
liquidating agent for that bank as well as being liquidat- 
ing agent for the Bank of Commerce and Trust Co. He has 
been a member of the Knights of Pythias for approxi- 
mately 45 years and also a member of B.P.O.E. Mr. Pfau 
is still actively engaged in business and still finds time to 
enjoy his twin hobbies of hunting and fishing. 
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It’s Briggs & Stratton 
Always — Because of 
Dependable Performance 


EALERS who sell appliances, tools and 
equipment powered by Briggs & 
Stratton gasoline motors easily win and 
hold satisfied customers. 
These dealers know, from experience, that 
such equipment is powered right. They 
know that Briggs & Stratton’s simple, 4- 
oh Zod (-Pe-b arolole) (-1o Mol -s-)lopoWb oel-t-bet-me (=) ol-pelot-Vel(-F 
Fore) elo) seblor-0 OME exe) be) (-t) 6u-1-ME-1-) aa lol-o 
Protect yourself by selling equipment with 
“preferred” power — which means Briggs 
& Stratton gasoline motors. 


BRIGGS & STRATTON CORP., Milwaukee, Wis., U.S.A. 














March 21, 1940 





ADVANCES 


Some types rivets. 


Some heating stoves, ranges. Some 
coasters, velocipedes. 


Plumbing enamelware. Lead pipe, 


sheets. 


Lead. Linseed oil. 


Carbon black. 





Manila Rope—tLeading do- 
mestic makers reduced lists on all 
standard grades of manila rope 2 
cents per pound effective March 1 
One leading producer stated, “We 
are effective today, reducing our sell- 
ing prices on all grades and kinds of 
manila rope, with the one exception 
of yacht manila products. . . . Under 
such world conditions as now prevail 
these prices must be subject to 
change without notice rather than 
for a calendar quarter. We hope 
that circumstances will soon permit 
the return to a quarterly price pe- 
riod.” 

* . ” 

Bolts and Rivets — Leading 
bolt makers have reaffirmed prices 
on carriage, machine and lag bolts, 
etc., and on heavy “pound” rivets, to 
be unchanged for second quarter 
shipments. The mills report a stead- 
ily bettering inflow of new orders. 
Some makers have issued revised 
lists on light “discount” rivets, with 
the leading sellers in wagon box and 
button heads unchanged. Counter- 
sunk heads, and the sizes in light de- 
mand, will carry higher prices. 

* * 


Steel Prices Reaffirmed—The 
Carnegie-Illinois Steel Corp. an- 
nounced on March 5 that its present 


60 


steel prices will be continued for 
orders to be shipped in the second 
quarter of this year. The announce- 
ment applies to hot and cold rolled 
carbon and alloy steel products gen- 
erally used by the automobile, rail- 
road, and general manufacturing in- 
dustries. Sheets, plates and bars are 
included. The reaffirmed prices will 
apply on shipments to and including 
June 30 for delivery and consump- 
tion in the United States. Shipments 
required after that date will be in- 
voiced at prices which may be in 
effect at date of shipment. Some pig- 
iron producers also have opened 
their books for second-quarter busi- 
ness at unchanged prices. 


* » 


Rods, Strip—American Steel 
& Wire Co., Cleveland, Ohio, re- 
affirmed on March 7, its present base 
prices on hot rolled rods, and on 
commodity and cold rolled strip, for 
shipment to June 30, for domestic 
delivery. 

* * * 

Manufacturers’ Wire—Affect- 
ing the “basic” wires used by manu- 
facturers, new schedules of extras 
were announced on March 1 by some 
manufacturers. The revised extras 
apply to basic wire in bright annealed, 
galvanized, coppered, tinned or liquor 








finishes. The changes involved are 
not uniform, but average slightly 
upward, depending on the size, and 
based on a study of production costs. 
They will become effective on all 
shipments made after April 1. The 
base price on galvanized basic wire 
has been reduced 5 cents per hun- 
dred pounds in carloads f.o.b. Pitts- 
burgh, Chicago, Cleveland and Bir- 
mingham, to equalize with the base 
price on bright basic wire. 
* * * 

Heating Stoves, Ranges — 
Prices for fall are up an average of 
perhaps 5 per cent over last season, 
and early orders are already being 
placed. A large volume of early 
buying is reported by the whole- 
salers on stove pipe and elbows, as 
current prices are favorable. Makers 
are reserving the right to make ad- 
vances for shipments after June 30. 

* a * 


Wheel Goods—A good 1940 
season was practically assured by the 
heavy early buying, which started as 
promptly as the various lines were 
announced. Boys’ wagons and veloci- 
pedes are selling freely at present 
prices, with mark-ups of 71% per 
cent or more on leading patterns. 
Final price schedules for the season 
should appear soon after the Amer- 
ican Toy Fair in New York City. Bi- 
cycle sales are reported well ahead 
of a year ago. Sales of competitive- 
ly priced “dollar” grade roller skates 
are establishing unusual increases. 





DECLINES 


Galv. manufacturers’ wires. Ar- 
senate of lead. Most manila rope. 





1940 Axe Prices—Except for 
a few slight adjustments, base prices 
about equal those of last season, but 
the grades and the variety of finishes 
offered have been simplified and 
standardized. An option of three 
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TAT B: IS IN A LIQUID, STABLE SOLUTION. CAP ON BOTTLE 
ACTS AS MEASURING CUP. 


WEVOLUTIONARY GROWTH SUBSTANCE 
Apples wth 
Syphonette 


VITAMIZE om 
Trane 40) 079 ORI 





Trial size Introductory 8 oz. Bottle Pint makes Quart makes Gallon makes 
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SOILICIDE LABORATORIES 
Upper Montclair, N. J. 


An attractive Counter Display Card supplied GRATIS. 


EASE OF OUTDOOR APPLICATION 


Realizing the impracticability of properly applying Vitamin Bi by the 
vsval watering can, SOILICIDE LABORATORIES offer the TAT SYPHON- 
ETTE. This device, devoid of any moving parts, is merely attached to the 
water faucet. The garden hose is then attached. A rubber tube runs from 


| enclose.................for which please send me 6 
25c sizes of TAT VITAMIN 81. 








the Syphonette into a pail in which you have your solution. As the water NAME 
flows through, it creates a suction which draws the moisture out of the pail and STREET 
bles even distribution of the solution in the watering stream. This device 
is also practical in applying any soluble fertilizer, fungus control, arsenate GY ...i.. , pticiiclas ; .. STATE 
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qualities is listed, first quality. inter- 
mediate, and competitive. In _fin- 
ishes, four are furnished—the deluxe 
first quality will include full polished 
or polished rustless axes, the stand- 
ard first quality will be full ground, 
the intermediate grade will be half 
ground, and the competitively priced 
axes will be offered only in forge 
finish. Quarter pound variations in 
weight will be available on light 
axes, but above 4 pounds the spreads 
will be by half pounds. Extras over 
base on leading makes are to be at 
the rate of $1.00 per half pound, in- 
stead of 80 cents as last year. 


” * * 


Poultry Supplies—Following 
record-breaking sales volume last 
spring in some areas, liberal early 
orders have been placed for 1940 by 
the leading wholesalers. Continued 
cold weather has slowed buying thus 
far by the retailers and by farmers, 
but the result will probably be only 
a later and longer season. Reports 
from all sections are encouraging as 
to a continued spread of poultry rais- 
ing as a profitable industry, and no 
setback is expected in this year’s 
total movement of supplies. 


* + * 


Plumbing W ares—This : pring 
sees a better situation for manufac- 
turers of plumbing enamelware, and 
an advance approximating 7 per cent 
was put in effect by leading makers 
late in February. Orders for steel 
pipe and fittings are opening up bet- 
ter as spring approaches. The stead- 
iness of steel pipe prices has per- 
sisted throughout the whole current 
period of war influence. Following 
the late February advance in lead, 
makers of lead pipe and_ sheets 
raised quotations 14 cent per pound. 
No change was made on traps and 


bends. 
* * * 


Paint—This year’s sales rec- 
ords are comparing favorably with a 
year ago. Even January, with its 
unfavorable weather, found the in- 
dustry’s total sales of paint, varnish, 
lacquer and fillers reaching $27,665.- 
000, against $25,943,000 in Decem- 
ber and $24,229,000 in the 1939 


month. 
* * * 


Glass—Glass prices have not 
been affected as yet by the higher 
wage scales which the manufacturers 


have granted. 
* . . 


Lead—The latest recovery in 
lead prices brought an advance on 


Feb. 28 of 14 cent per pound on lead 
oxides—litharge, dry red lead, and 
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orange mineral. Linseed oil has 
shown a stronger tone. and a moder- 
ate advance. 

* * * 

Arsenate of Lead—-Following 
recent report of a one cent per pound 
price increase on arsenate of lead, 
news has just come of a 2% cent per 
pound decline in this staple insecti- 
cide. 

* * # 

Carbon Black — Distributors 
for Columbia Carbon Co., have ad- 
vanced the domestic base price of 
carbon black approximately 14 cent 
per pound, effective April 1. The 
increase, the second since Jan. 1, is 
a result of increased carbon demand 
which has required shipments at a 
rate exceeding production. Prior to 
Jan. 1, the price was steady for two 


years. 





PRICES REAFFIRMED 


Carriage, machine, lag bolts. Some 
types rivets. 

Hot, cold rolled carbon and alloy 
steel. Pig iron. 

Hot rolled rods. Commodity, cold 
rolled strip. 





Price Averages—The metals 
are a strengthening factor in the re- 
cent commodity markets, with tin up 
notably—about 4 cents in the past 
month—and with copper, lead and 
zinc holding their late February ad- 
vances. The leading general indexes 
are leveled somewhat by lower prices 
for farm products, foods and textiles, 
yet the Associated Press average of 
35 commodities, comprising their 
market index, stood at 73.18 per cent 
of the 1926 average, on March 11, 
compared with 73.03,per cent a week 
earlier, and 66.23 per cent a year 
ago. Last year’s high was 75.22 per 
cent. 

* * * 

Building Awards—Contracts 
awarded in the 37 eastern states for 
residential building during Febru- 
ary, according to the F. W. Dodge 
Corp., New York City, were about 
5 per cent under a year ago, but 
private non-residential totals were up 
59 per cent. It is of considerable 
importance that one and two-family 
houses, both for owner’s occupancy 
and for sale or rent, not only exceed- 
ed the corresponding month of 1939, 
but also showed improvement over 
January. The composite total value 
of contracts awarded in February, 
for buildings, utilities and public 
works for private ownership, is up 9 
per cent over the corresponding 


month last year, and is up 15 per 
cent over January, 1940, while total 
construction for public ownership in 
the month is down from both pe- 
riods. 


* & * 


Retail Inventories, Sales—In- 
ventories of independent retailers in 
34 states, based upon reports from 
14,177 stores in varied lines of busi- 
ness, rose 4.7 per cent in 1939, ac- 
cording to the Department of Com- 
merce. Sales of the same stores last 
year were 9.4 per cent ahead of 1938. 
Inventories of 404 department stores 
were 2.3 per cent higher than a 
year ago, while sales for the same 
stores were about 5 per cent ahead 
of 1938. 

* * * 

Washing Machine Volume- 
January household washing machine 
shipment figures released by Joseph 
R. Bohnen, executive secretary. 
American Washer & Ironer Associa- 
tion, Chicago, tell a good story of in- 
crease in volume and in the prices 
women are paying for washing ma- 
chines. January shipments were up 
8.48 per cent over January, 1939, a 
total of 119,228 units compared with 
109,909 shipped in January, 1939. 
The average retail selling price of 
all electrical washers shipped in Jan- 
uary was $72.60, compared with 
$71.75 in January, 1939. The aver- 
age retail price of all gas models 
was $92.41, as compared with an 
average of $90.70 the year before. 
The average retail price of all wash- 
ing machines shipped was $73.75. 
compared with $73.14 in January, 
1939. The average selling price of 
electrical washing machines in Janu- 
ary of $72.60 showed a nice increase 
over the average of $68.72 for all of 
1939. January’s gas engine machine 
average of $92.41 showed an even 
more favorable comparison with the 
average for all of 1939 which was 
$88.22 per machine. January’s aver- 
age retail price of all washing ma- 
chines shipped, $73.75, compares 
very favorably with $70.13 the aver- 
age of both styles for all of 1939. 
Mr. Bohnen says, “January. further- 
more, topped December in units, 
showing an advance of 54.3 per cent 
past the total of 77,270 reported in 
the previous month. It also was the 
third highest January in the indus- 
try’s history.” 

* * * 

“Vitamin” Plant Foods—A 
notable increase in the demand for 
“vitamin” plant foods shows the re- 
sponse to the wide advertising of 
these preparations. In general the 
outlook is for a large increase this 
season in the number of home gar- 
dens. 
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San Francisco 
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Wholesale Consumer Co-ops 
Expanding Field of Service 


Wholesale hardware firms in direct 
competition with these ever-growing 
organizations, says Oliver Brothers, 
Inc., of New York in letters to clients 


M. IST American hard- 


ware men, at one time or another, 
have either read about or experi- 
enced at first hand, competition from 
consumer cooperatives. There are 
no recent, reliable figures available 
which tell how many consumer co- 
operatives there are in the United 
States today. We do know, however, 
that there are about 16,000 farmers’ 
cooperatives alone, which do an 
annual business of about $2,500,- 
000,000. These cooperatives have 
about 3,000,000 members, and at 
least a half million more farmers 
patronize them, which weans that 
between 15,000,000 and 20,000,000 
rural inhabitants of this country of 
ours are directly receiving the bene- 
fits of consumer cooperation. 

Of these 16,000 farmer coopera- 
tives, about 11,000 are organized and 
operated either to act exclusively as 
purchasing associations or to devote 
a substantial portion of their time 
and effort to the purchasing of farm 
supplies. These 11,000 buying or- 
ganizations sell to the farmers about 
$450,000,000 worth of farm supplies 
a year. About a third of these an- 
nual purchases is of feed and flour, 
about 25 per cent is gasoline, fuel 
oil, motor oil, grease, and other 
petroleum products, and about 15 
per cent is hardware and allied lines. 
In round numbers, about $65,000,- 
000 worth of supplies that the 
farmer otherwise could have pur- 
chased from the retail hardware 
store, were purchased instead from 
the farmer cooperative, in 1938. 

The hardware jobber, thus far, 
has been affected only indirectly, 
through the hardware retailer, by 
the farmer cooperatives, and we 
know of many cases where the job- 
ber has not suffered, sales-wise, any 
discernible amount of lost volume— 
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he has gone ahead and sold the co- 
operative direct. The farmer con- 
sumer cooperative, like a retailer, 
usually operated only in one town 
or rural district, or perhaps serviced 
several towns or even a_ whole 
county. Since 1930, however, these 
rural consumer cooperatives have 
greatly pyramided their functions by 
forming wholesale consumer co- 
operatives, which may be district 
wholesalers, selling to all the retail 
associations in a group of counties 
or section of a state; or they may 
be regional wholesalers, servicing all 
of the retail cooperatives in one state 
or perhaps in several states. The 
hardware jobber now is in direct 
competition with these wholesale 
consumer cooperatives. 


Membership Increasing 


Since the enactment of the Robin- 
son-Patman Law and the clarifica- 
tion of some of its sections, the local 
retail cooperatives are more and 
more recognizing the advantages of 
federating for the purchase of their 
supplies. Membership in wholesale 
cooperatives in 1938 was 9 per cent 
greater than in 1937. Over 2200 lo- 
cal farmer cooperatives now are af- 
filiated with the wholesale groups, 
of which there were 33 major asso- 
ciations at the close of 1938. These 
33 wholesale cooperatives last year 
had sales of more than $52,500,000. 
About 3 per cent of this amount was 
retail sales through wholly owned 
retail stores, the balance went to the 
member local associations. Total 
sales of the 33 wholesale groups 
were only 1 per cent smaller in 1938 
than in 1937, and although profits 
were smaller, only one jobber co- 
operative showed an operating loss 
in 1938. One of the larger whole- 


sale cooperatives, with total 1938 
sales of about $10,000,000, not only 
made a substantial profit but ac- 
tually paid out almost 5 per cent of 
its total sales as a patronage divi- 
dend to its local member coopera- 
tives, in cash! 

The jobber cooperatives are con- 
tinually expanding their field of ser- 
vice to the local associations. One 
typical wholesale group, with 1938 
sales of approximately $5,000,000, 
sells groceries, women’s and men’s 
clothing, petroleum products, auto 
tires and accessories, electrical ap- 
pliances, paint, hardware, lumber 
and building material, roofing, farm 
supplies and machinery, service sta- 
tion equipment, shoes, dry goods, 
coal, stationery, and plumbing sup- 
plies. In addition, this wholesale 
cooperative itself manufactures lub- 
ricating oil, axle grease, paint, fer- 
tilizer. and feeds. It also has an 
educational department, a speaker’s 
bureau. an auditing and business ad- 
visory service, and operates a fleet 
of trucks to haul supplies. At the 
1938 board meeting of this group, 
the stockholders authorized the co- 
operative to enter the business of 
refining oil. Authorization was given 
for the building of a 3000-barrel re- 
finery, capable of producing 11 car- 
loads every 24 hours. This refinery 
is expected to fill about one third of 
the needs of this wholesaler, which 
will own all of the common (voting) 
shares of stock. At this meeting, 
also, it was reported that the whole- 
saler’s paint plant, now almost three 
years old, had paid for itself in the 
first five months of operation. 

Of the 33 major wholesale con- 
sumer cooperatives operating at the 
end of 1938, 32 handled petroleum 
products, and 30 handled hardware 
items that the hardware jobber nor- 
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@ The fine reception given the Mercury 
De Luxe models earns them a place in 
every well-rounded Spring stock. 
They are tops in “de luxe” and surpris- 
ingly moderate in price. We feel that 
they are the most beautiful bicycles 
in production. 


Their “eye appeal” 
has been tested on 
hundreds of sales 
floors in competition 
with virtually every 
other make and the | 
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mally carries. In the case of the 
local retail cooperatives we noticed 
that their most important volume 
line was feed and flour, accounting 
for 33 per cent of their total sales; 
second was petroleum products ac- 
counting for 25 per cent, and third 
was hardware, with 15 per cent. The 
wholesale groups find that they can 
save more money on petroleum prod- 
ucts than on anything else, and sub- 
stantially more than half their vol- 
ume is accounted for by gasoline, oil 
and grease. With the wholesale 
groups, hardware is the second most 
important line, accounting for about 
15 per cent of total sales volume. 
On the basis of their 1938 sales, in 


round numbers the wholesale con 
sumer cooperatives sold about $8,.- 
000,000 worth of hardware. This 
figures about 3 per cent of all the 
hardware sold by American hard- 
ware jobbers in that year. 

The 3 per cent, in and of itself, is 
insignificant, but if it is an indica- 
tion of a trend, it is vastly important. 
If hardware jobbers are transferring 
merchandise from manufacturing to 
retail channels with maximum ef- 
ficiency, why is it possible for a new 
type of hardware wholesaler, the 
wholesale consumer cooperative, to 
do even 3 per cent of the total 
wholesale hardware business? 


H. R. 1—The Patman 
Chain Store Tax Bill 


(Continued from page 40) 


yuu, as a consumer, to save one 
dollar when it will cost you, as 
a taxpayer, four dollars to pay 
for the damages caused by the 
vne dollar saving and at the same 
time force you to witness the hor- 
rifying spectacle of your neigh- 
bors, who built your community, 
being forced into bankruptcy and 
swelling the bread lines and relief 
rolls. 

Even if it cost more (and it 
will not) we should give people 
jobs and give the farmer a greatet 
percentage of the national income. 

Price is not the paramount 
question, although it should be 
considered. Those who say that 
the lowest possible price is in the 
interest of this country should ad- 
vocate—which they do not—the 
repeal of the protective tariff. 

\ few days ago, a prominent 
official of a manufacturers’ asso- 
ciation reported that all is not 
well with New England manufac- 
turers; that their income twenty- 
five years ago represented 13.5 
per cent of the national total and 
that it is now less than 10 per 
cent. The main reason for this is 
the loss of farmer purchasing 
power. Twenty-five years ago, the 
farmers’ percentage of the na- 
tional income was much greatet 
than it is today; therefore, the 
manufacturer’s income is reduced 
along with, and in proportion to, 
the reduction of the income of one 
of his best customers, the farmer. 
In fact. when farmers are pros- 
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perous, people in all lines of busi 
ness are prosperous. So, in order 
to help the consumers, who repre- 
sent all lines of business, we must 
help the farmers. The way to 
help them is not by the destruc- 
tion of their prices, as advocated 
and enforced by interstate chain 
systems. It is true that propagan- 
dists for absentee owners are put- 
ting up a good job of “Barnum- 
izing” the American farmer and 
deceiving him into believing that 
cheap prices will help him. But 
this is like advising one to get a 
hammer to kill the fly on baby’s 


nose. 


Idle Salesmen 


At least 1,000,000 traveling 
men, who would be, employed if 
we did not have the interstate 
chain store system, are idle today. 
Every time a traveling man lost 
his job, other people in other 
businesses were directly affected. 
Visualize, if you can, the loss to 
the hotels, railroads, telegraph 
and telephone companies, automo- 
bile dealers, automobile repair 
shops, filling stations, insurance 
companies, doctors, clothing deal- 
ers and others by reason of the 
unemployment of these 1,000,000 
traveling men. 

It is my belief that at least 
7,000,000 or 8,000,000 people are 
unemployed today because of this 
vicious system that is forcing con- 
centration of wealth and power 
into the hands of a few men. If 


all the people were employed to- 
day, who would be employed if 
conditions were restored to where 
this 1,000,000 men were back on 
the road, we would not have the 
American unemployment problem. 

Attorney General Frank Mur- 
phy, who was recently sworn in as 
a member of the United States 
Supreme Court, and one of the 
best and ablest men in this na- 
tion, said this about the necessity 
of preserving independent busi- 
ness : 

“Trusts and monopolies in 
America have been fostered and 
prompted in the past by the 
Federal Government to such an 
extent that they virtually have 
wiped out the small indepen- 
dent business man. We must 
restore this independent busi- 
ness man or we will be a nation 
of corporation peons in another 
decade. . 

“The day is already here 
when a boy graduating from 
college can seek a career only 
in some monopolistic enter- 
prise if he has any hope what- 
ever of achieving comparative 
success. 

“We have come to the point 
of making jokes about the dis- 
appearance of the corner gro- 
cer. 


I expect a hearing on this Bill, 
H. R. 1, before the Ways and 
Means Committee of the House 
of Representatives in the very 
near future. If you would help, | 
suggest you communicate with 
your representative in Congress 
and express your views to him 
on the subject of the Federal 
Chain Store Tax Bill. 

Our country’s welfare is dis- 
tressingly at stake. Opportunity 
for the young and security for the 
aged hang in the balance. Do 
you want private monopoly to 
continue to operate for the bene- 
fit and advantage of a few? 

Do you want a community life 
built and sustained by local inde- 
pendent merchants, dealers and 
business men? Or one bled white 
and cold-bloodedly exploited by 
absentee owners? Let us save 
America by preventing monopoly, 
by keeping the broad road of op- 
portunity open and by passing 
H. R. 1 to regulate selfishness 
and restrain greed. 
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HOW TO MAKE 


AN EXTRA SALE WITH 10 EXTRA WORDS! 








1. THERE’S BEEN A LOT OF TALK about “selling sen- 
tences” that make people buy. Here’s one that hardware 
dealers are using to bring in extra sales... 





3. THE CUSTOMER IS DELIGHTED! And you ring up 
an extra sale. The same stunt works for every knife, 
chisel or other cutting tool in your store. There’s a 
Carborundum Brand Sharpening Stone for each one! 


NATIONAL 
HARDWARE 


Qpex House 


APRIL 25-MAY4 
















hit 
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2. HERE’S ALL YOU DO. Whenever you sell an edged 
tool, just say this ten word sentence: How about a 
Carborundum Brand Sharpening Stone to keep it sharp? 


ee 





THE BEAUTY OF IT IS that you do 
your customers a real favor by show- 
ing them how to take care of their 
edged tools. That’s why we’re suggest- 
ing it right now, when you're getting 
ready for National ‘Hardware Open 
House. Ask your jobber to show you 
the striking displays by Carborundum. 


They’ll bring in extra sales all year. 


For extra sales during National 
Hardware Open House, pair up with 






CARBORUNDUM 


ABRASIVE PRODUCTS 
— 














Sales Offices and Warehouses in New York, Chicago, Philadelphia, Detroit, Cleveland, Boston, Pittsburgh, Cincinnati, Grand Rapids 


(Carborundum is a registered trade-mark of The Carborundum Company ) 


MARCH 21, 1940 


67 








and Manufacturers 
Salesmen 





News of Retailers, Jobbers, 


and 








READ IT IN HARDWARE 


NEWS OF 








HARDWARE AGE FOR 








PROGRAM PLANS ANNOUNCED FOR PALM BEACH 
CONVENTION OF MFRS. AND SOUTHERN JOBBERS 
The Southern Hardware Jobbers Assn. will meet April 8-11 


for its Golden Anniversary convention with the American 
Hardware Manufacturers Assn. at West Palm Beach, Fla. 


This year will mark the Golden 
Anniversary convention of the 
Southern Hardware Jobbers’ As- 


sociation meeting as in the past 





H. B. WILSON 


President 
Manufacturers Assn. 


with the American Hardware 
Manufacturers Association. Be- 
cause of the special significance 
of this annual gathering a larger 
assembly of delegates is expected 
during the convention, April 8-11, 
at West Palm Beach, Fla., and 
two hotels have been designated 
as headquarters, the Biltmore and 
Whitehall Hotels. 

Charles F. Rockwell, secretary 
of the manufacturers’ association 
with headquarters at 342 Madison 
Ave., New York City, has an- 
nounced program notes of his 
association. At this writing, T. 
W. McAllister, secretary of the 
wholesalers’ association with head- 
quarters at 1020 Grant Bldg., 
Atlanta, Ga., advises that program 
details for his association’s meet- 
ing are not yet complete. 

The southern association will 
have two separate business meet- 
ings, one on Tuesday morning, 
April 9 and the other, Thursday 
morning, April 11. Tuesday’s 
session will include brief talks in 
keeping with the Golden Anni- 
versary theme and the remainder 


principally to general discussions 
among the members pertaining to 
| such problems as business con- 
| trol; problems under the Wage 
and Hour Law; incentive plans 
of compensation; consumer co- 
operatives, special catalogs, etc. 

| Thursday’s session of this as- 
sociation will include similar dis- 
cussions of subjects of timely in- 
| terest to the wholesalers along 
| with the presentation of commit- 
tee reports, election of officers, 
etc. 

| Convention plans as announced 
| by Mr. Rockwell, begin with a 
| joint meeting of both associations, 
| Monday evening, April 8. This 
| will be followed with talks by 
President A. C. Rankin of the 
| Southern association and Presi- 
| dent H. B. Wilson of the manu- 
| facturers’ association. The address 
| of the evening, “Machine Made 
Misery” will be made by Dr. 
John J. Tigert, president of the 
University of Florida. 











HARDWARE AGE 
SPECIAL 


For the convenience of 
delegates going to the con- 
vention from eastern and 
central western cities, 
HARDWARE AGE is spon- 
soring special cars aboard 
the Orange Blossom Special 
and the Florida Sunbeam, 
crack Florida trains of the 
Seaboard Railway. Plans are 
being made for two separate 
days of departure, Friday, 
April 5 and Saturday, April 
6, with arrivals on Saturday, 
April 6, and Sunday, April 7. 

Reservations for accommo- 
dations may be made through 
HARDWARE AGE, 239 W. 
39th St., New York City; 
1012 Otis Bldg., Chicago; 
1836 Euclid Ave., Cleveland, 
as well as through represen- 
tatives of the Seaboard Rail- 
way or your local ticket 
agent. To avoid last-minute 
delays, it is well to arrange 
for tentative return reserva- 
tions. 





of the session will be given over | 





The manufacturers will meet 
alone Tuesday morning for a 
business session. Following the 
president’s address, as an ap- 





A. C. RANKIN 


President 
Southern Assn. 


propriate contribution to the an- 
niversary spirit of the convention, 
six former presidents will speak 
informally; briefly recalling in- 
cidents of interest. This session 
will then be concluded with a 
formal address by Dr. Arthur L. 
Faubel, a New York economist. 
Dr. Faubel’s subject is “A Look 
at the Outlook.” 

A second joint session will be 
held Wednesday morning, April 
10. The first speaker, Oscar 
Johnston is president of the Delta 
& Pine Land Co. and of the Delta 
Planting Co. In addition to be- 
ing president of the National Cot- 
ton Council of America, Mr. 
Johnston is a member of the 
Agricultural Advisory Council of 
the Department of Agriculture; 
a member of the Business Ad- 
visory Council appointed by the 
Secretary of Commerce, and a 
member and deputy chairman of 
the board of directors of the Fed- 
eral Reserve Bank of St. Louis. 
Speaking on the subject, “Cotton 
—Its Relation to Our National 
Economy,” Mr. Johnston in his 





address will include references 
to the present trend toward di- 
versification in southern farming 
and to farm problems and op- 
portunities in general. 

Second on the program will be 
Professor Erwin H. Schell, head 
of the department of business 
and engineering administration of 
the Massachusetts Institute of 
Technology, whose subject will 
be “Future Certainties Affecting 
Business.” Concluding the ses- 
sion will be an address by Wil- 
liam D. Anderson, president of 
the Bibb Mfg. Co., Macon, Ga. 
A member of the board of di- 
rectors of the National Associa- 
tion of Manufacturers, Mr. Ander- 
son will talk on “Our Faith in 
the American Way.” The manu- 
facturers will not meet on Thurs- 
day, April 11. 

Sunday afternoon, April 7, 
there will be a concert at the 
Hotel Biltmore. Monday evening 
there will be informal dancing in 
the Biltmore ballroom while for 
Tuesday afternoon a party has 
been arranged for the ladies at 
the Sun and Surf Club, featuring 
aquatic exhibitions, matches by 
tennis stars, music and tea. An 
evening of carnival with some 
pleasing surprises has been ar- 
ranged. A golf tournament for 
the men at the Palm Beach Coun- 
try Club will be held Wednesday 
afternoon while the ladies will be 
entertained by boat trips on Lake 
Worth and by drives in and around 
Palm Beach. 


X CLUB DINNER 
The X Club will hold its 7th 


semi-annual dinner, Sunday eve- 
ning, April 7, at the Biltmore 
Hotel. Special features are plan- 
ned for the dinner. To cover this 
additional item of expense, the 
assessment will be $7.50 which 
should be remitted to George H. 
Harper, 1901 Light St., Baltimore, 
Md. 


OLD GUARD 
The Old Guard, Southern Hard- 


ware Salesmen’s Association will 
hold its annual meeting, Tuesday, 
April 9 at the Biltmore at 10 a. m. 
and its annual dinner will be held 
at the hotel that evening at 6 p. m. 
The Old Guard has also arranged 
a reception, in honor of the South- 
ern association for Wednesday 
evening, April 10, from 5 to 
7 p. m. 
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THE TRADE 








WPA HAS SPENT $1 
FROM JULY 1935 


Tools purchased for use on 
Work Projects Administration 
projects, exclusive of machine 
tools, are shown by figures re- 
cently made public to have cost a 
total of nearly $18,000,000 from 
the inception of the work relief 
program in July 1935 through 
September 1939. These manual 
tools included shovels, picks, 
axes, crowbars and many other 
implements that could be wielded 
by hand. 

They were used on all the 
many varieties of projects in- 
cluded in the WPA construction 
program—public buildings; high- 
ways, roads and streets; sewers, 
water mains, aqueducts and dis- 
tribution lines; roadside drain- 
age; levees, embankments and all 
the hundred and one other types 


of public facilities built or im- | 


proved in four and one - quarter 


years of the Federal works pro- 


gram. 

In addition to the direct em- 
ployment provided project work- 
ers by the WPA progran, a tre- 
mendous amount of indirect em- 
ployment was made possible in 
private industry. The Bureau of 
Labor Statistics of the U. S. De- 
partment of Labor estimates that 
manufacturers of tools, other 
than machine tools, were enabled 
to provide 47,200 man-months of 
employment to their own workers 
to fill the WPA orders. 

Total purchases of all supplies, | 
materials and equipment for | 
WPA use from 1935 through Sep- | 
tember 1939 amounted to $1,118,- 
764,000, with resultant employ- | 
ment in private industry esti- 
mated by the Bureau of Labor 
Statistics at 2,565,000 man-months 
of labor. Of this total amount the 
Federal government spent $463,- 
081,000, and local sponsors $655,- 
702,000. For tools, exclusive of | 
machine tools, the Federal gov- | 
ernment paid $8,300,000 and local 
sponsors $9,600,000. 

In response to the request of 
HarpwarE AGE as to what man- 
ner purchases of material for | 
WPA projects are made, Allan 
Sherman, chief Periodicals Sec- 
tion, Division of Information, 
Federal Works Agency, Work 
Projects Administration, Wash- 
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| are reasonable. 
sponsors’ purchases normally are | 


8,000,000 FOR TOO 
TO SEPTEMBER 1939 


ington, D. C., has supplied the 
following information: “Both the 
Federal government and _ local 
sponsors purchase materials, sup- 
plies, and equipment for use on 
work projects but do not use 
identical methods in buying. 
“Federal purchases are made 
through the various state offices 
of the Procurement Division of 
the United States Treasury. Bids 
for needed materials are adver- 
tised and local producers, na- 
tional manufacturers, dealers, 
wholesalers and distributors are 
all permited to bid. Part of the 
business goes to local dealers, 
particularly when smaller quanti- 
ties of supplies are needed, while 
some purchases are made direct 
| from the national manufacturers. 
In no instances are materials, sup- 
plies, or equipment for WPA use 
on work projects obtained through 
the Washington office. 
“Purchases made by local 
project sponsors are handled in 
accordance with existing laws or 
é governing such pur- 
chases by sponsoring agencies, 
city commissioners, school boards, 
drainage districts and other pub- 
lic units. Usually the purchasing 
offices of the sponsor organiza- 
tions do the buying for the local 
agency. The only control exer- 
cised by the Federal government 
in the matter of such buying is to 
assure itself that purchase prices 
In other words, 








made in the same manner that 
city and county supplies are or- 
dinarily bought.” 


lurgical department of The Tim- 
ken Roller Bearing Company. 
Since October, 1937, he has been 
a salesman in the Chicago 
branch office of the steel and 
tube division of The Timken 
Roller Bearing Company. 





| CENTRAL STATES GOLF 
MEET, JUNE 14 


The Central States Hardware 
Club, Chicago, Ill., will hold its 
second annual golf meet and 
dinner party, Friday, June 14, 
1940, at the Olympia Field Coun- 
try Club. Bene Leve, The Car- 
borundum Co., 3630 S. Iron St., 
Chicago, is secretary-treasurer of 
the club. 


NEW PRESIDENT FOR 
TEMPLETON, KENLY & CO. 


J. B. Templeton, formerly vice- 
president and sales manager of 
Templeton, Kenly & Co., Chi- 
cago, manufacturer of “Simplex” 
jacks and equipment, was elected 
president of the organization at 





IRWIN CHICAGO MANAGER | 
TIMKEN STEEL & TUBE 
Appointment of Jay Irwin as 

Chicago district manager of the 

steel and tube division of The 


Timken Roller Bearing Com- 
pany, Canton, Ohio, has been 
announced. 


Mr. Irwin joined the Canton 
Sheet Steel Company in 1919. 
He was later employed by the 
Milwaukee Rolling Mill Com- 
pany and the Inland Steel Com- 
pany, Chicago. In 1937 he 
became associated with the metal- 








J. B. TEMPLETON 


the annual meeting to succeed 
W. B. Templeton, who is now 
chairman of the board of direc- 
tors. 


PENN. & W. VA. SUPPLY CO. 
ELECTS VICE-PRES. 

Arthur Ebbert has been elected 

a vice-president of the Pennsyl- 

vania & West Virginia Supply 





ny 
i 
i, 
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SNYDER MANAGES YALE’S 
SPECIALTY SALES 

The Yale & Towne Manufac- 

turing Company has announced 

the promotion of P. A. Snyder to 





P. A. SNYDER 


manager specialties sales of the 
Stamford division. 

Mr. Snyder has been associated 
with Yale & Towne for 19 years, 
having started in its Chicago 
office in 1921. In 1923 he was 
appointed door closer specialist, 
from which position he was pre- 
moted to trade salesman in 1924, 
traveling in the states of Kansas, 
Missouri, Nebraska, Oklahoma 
and Colorado. Prior to his pres- 
ent promotion he held the posi- 
tion of assistant manager special- 
ties sales, to which he was 
appointed in January 1939. 


SALES-MERCHANDISING 
FIRM FORMED IN N. Y. 


Barron K. Throckmorton & Co. 
has been formed as a sales-mer- 
chandising organization with of- 
fices at 17 E. 42nd St., New 
York City. The new company is 
acting as exclusive representative 
for the following concerns: 

Regal Mfg. Co., Cleveland, 
Ohio, oil colors, bronze powders, 
paint specialties; Marsales Co., 
Inc., New York City, packaged 
cheese cloth and dust cloth; 
Baltimore Brushes, Inc., Balti- 
more, Md., paint and varnish 
brushes, and the ElRoy Naval 
Stores Co., Vidalia, Ga., canner 
of pure gim spirits of turpen- 





Corp., Wheeling, W. Va. 





tine in A.T.F.A. cans. 
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EAGLE LOCK CO.’S SALES CONVENTION 





Attending the recent sales convention of the Eagle Lock Co., Terryville, Conn., were, top row, 
left to right: J. G. Moran, E. J. Thomson, J. O. Lash, R. A. Wille, P. M. Johnson, H. O. Ander- 
Middle row: H. T. Akerman, F. H. Sherwood, C. A. Ames, C. F. Yorke, G. U. 
Bottom row: T. W. Hissey, G. W. Carter, 


son, B. Holzer. 


Nevins, W. F. Drake, A. H. Wagner, L. V. Wasley. 
R. B. Plumb, E. Farley, R. G. Plumb, T. T. Weekes, E. I. Bate, V. C. Leonard. 


REGINA CORP. ACQUIRES 
SMOOTH-CUT MFG. CO. 


The Regina Corporation, Rah- 
way, N. J., has purchased the 


Smooth-Cut Manafacturing Co., | 


New Haven, Conn., manufacturer 
of the “Smooth-Cut” can opener, 
and will continue the business as 
a department of the Regina 
Corporation in addition to the 
company’s line of 
cleaners and floor machines. 

All rights to the manufacturing 


and distribution of the patented | 
can opener have been assumed by | 


the Regina Corporation. The 
office and factory of the New 
Haven company have been closed 
and all records and equipment 
have been transferred to Regina’s 
main office and plant in Rahway. 
A separate division for the manu- 
facturing of the prodict and a 
sales service department for the 
handling of all orders and cor- 
respondence with the trade al- 
ready have been set up by the 
company, it was announced. 


vacuum 





No change is contemplated in 
the price structure. The company 
will manufacture the can opener 
in two models—the regular 

‘ ‘ . | 
model, with an aluminum finish, | 
to retail at $1.80, and the de luxe | 
model, finished in chrome, to re- | 


“Taking the Mystery Out of Builders’ | 
Hardware” in Book Form Delayed 


| through more intensive national 


tail at $2.50. Plans now are being 
laid for broadening the distribu- 
tion and sale of the product 


sales coverage and through a pro- 
gram of advertising and sales 
promotion. 





Due to circumstances beyond our control the publica- | 
tion of the Builders’ Hardware Text Book, “TAKING | 


THE MYSTERY OUT OF BUILDERS’ 


WARE?” has been delayed. 


We are doing everything we can to expedite its publi- 
cation as we are anxious to have this book distributed 
where it will do the most good in the quickest time. 


In the meanwhile, we will be glad to enter your order 
for as many copies as you will need. We hope to be 
able to mail the books the iatter part of April. 


HARDWARE AGE 
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Reader Service Department 


239 West 39 Street 


‘New York, N. Y. 


J. C. LEWIS REPRESENTS 
RED JACKET IN EAST 


The Red Jacket Mfg. Co., 
Davenport, Iowa, appointed 
Joseph C. Lewis, of Philadelphia, 
Pennsylvania, as sales representa- 
tive for eastern Pennsylvania, 
Delaware, New Jersey, eastern 
New York and Long Island. In 
this capacity Mr. Lewis succeeds 
the R. D. Bitzer Company with 
whom he was formerly associ- 
ated, during which time he spent 
a great deal of his time with the 
Red Jacket line. 


REELECT OFFICERS FOR 
ALBANY HDWE. & IRON 


Stockholders of the Albany 
Hardware & Iron Co., Auburn, 
N. Y., at their annual meeting, 
March 4, reelected as directors 
of the company, William C. 
Dearstyne, Harold L. Warner, 
Dudley H. Robinson, Edwin L. 
Fowler, and William D. Dear- 
styne. At a meeting of the direc- 
tors, following the stockholders’ 
meeting, the following officers 
were reelected: 

President, William C. Dear- 


| styne; vice-presidents, Raymond 


E. Foskett, Henry J. Funk, and 
Arthur E. Stephens; secretary- 


| manager, Dudley H. Robinson; 


treasurer, Harold L. Warner, and 
attorney, Edwin L. Fowler. 


JERSEY ASSN. HONORS 
RETIRING PRESIDENT 


Members of the Hardware and 
Allied Travelers Assn., Inc., 786 
Broad St., Newark, N. J., hon- 
ored their outgoing president, 
Philip E. Strassburger, with a 
dinner at the Club Miami, New- 
ark, Feb. 16. Mr. Strassburger 
was presented with a traveling 
bag in appreciation of his ser- 
vices during his presidency. 


“EASY” WASHER SALES MANAGERS AT CONFERENCE 





Divisional sales managers of the Easy Washing Machine Co., Syracuse, N. Y., met recently at a two-day conference at the Onondaga 
Hotel, Syracuse, to learn of the new spring selling program and of the new line of “Easy” ironers. Pictured here are, front row, 
left to right: W. P. Davison, J. S. Miller, M. S. Tinsley, E. Fairchild, G. J. Fitzgerald, F. S. Fenton, Jr., H. F. Costello, and G. F. 


Graalman. 


In the back row are: H. P. Nelligan, vice-president; J. J. Nance, general sales manager; F. R. Stocke; H. R. Davis, and 


M. Batzer of the Syracuse sales department; I. W. Shipp; L. H. Huntoon; R. E. Weiss, assistant advertising manager; W. H. 
Reeve, manager, major dealer development department; P. R. Knight; J. W. Yonts; G. W. Burns; E. R. Benson, and F. G. 
Brennan of the advertising department. 
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NO. 5 
STANDARD CLAY OR 
RAILROAD PICK 


UIK WERK Tools are not 

too hard and not too 
soft—they are just right! 
They are made of selected 
steel of controlled grain 
size. Forging temperatures 
are rigidly controlled. 
These controls make pos- 
sible the uniform heat treat- 
ing and proper hardness of 
Quik werk Tools. They pro- 
vide dependable and long 
service tools. Therefore, 
dealers can put them in their 
customers’ hands, knowing 
in advance that Quikwerk 
Tools will always give sat- 
isfaction. 


WARREN 
TOOL CORP, 


WARREN, OHIO 
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| FOR INGERSOLL-WATERBURY 





| The talent 








| Arthur, organist. 


; Ohio, in its new eastern show- 


| models and finishes has also been 


AIR YOUTH MOVEMENT 


FOSTERS INTEREST 


IN MODEL AIRPLANE KITS 


The Air Youth movement, now 
spreading over the country, af- 
fords dealers an opportunity 
to make their places of busi- 
ness the headquarters for the vast 
numbers of airplane model kits 
and supplies that will be needed. 

Air Youth of America, Inc., 
has placed its organization on a 
formal basis with the election of 
Winthrop Rockefeller as chair- 
man and Thomas H. Beck as 
president. Other officers elected 
with them are: vice-presidents, 
Edward P. Warner, member of 
the Civil Aeronautics Authority; 
William R. Enyart, secretary of 
the National Aeronautic Associa- 
tion, and Miss Jacqueline Coch- 
ran, the flier; secretary, Dr. 
Arthur Gulick, director of the In- 
stitute of Public Administration; 
treasurer, Colonel Henry Breck- 
inridge, attorney. In addition to 
these widely known leaders, the 


National Council comprises a 
long list of the nation’s foremost 
educators and leaders in aviation. 

The purpose of Air Youth is to 
promote aviation in general and 
to encourage aeronautical educa- 
tion among the younger genera- 
tion. Among its early activities, 
the Air Youth organization li- 
censed the manufacture of air- 
plane model kits used in teaching 
the first steps in learning to build 
and fly models, and Megow kits 
for Projects No. 1 and No. 2 are 
now ready. These kits are for 
the purpose of teaching the very 
first principles, and contain com- 
plete materials, and Megow has 
arranged for advertising them in 
the leading publications in the 
field. Dealers who wish to be the 
first to introduce them in their 
localities should write for full in- 
formation to Megow, Howard & 





Oxford Streets, Philadelphia, Pa. 








NEW OFFICERS ELECTED 


C. H. Granger, formerly vice- 
president and with the Ingersoll- 
Waterbury Co., 9 Rockefeller 
Plaza, N. Y., for 27 years, was 
recently elected president to suc- 
ceed James R. Sheldon. Other 
officers elected were A. B. Carver, 
chairman of the board, George 
H. Close, vice-president and trea- 
surer, Edward T. Carmody, sec- 
retary, M. M. Abbott, assistant 
treasurer, and E. N. Barnum, 
assistant secretary. 


GRISWOLD SPONSORS 
WEEKLY BROADCASTS 


The Griswold Mfg. Co., Erie, 
Pa., is sponsoring a weekly series 
of song recitals over WJZ, New 
York, and WHAM, Rochester. 
N. Y. The program began Thurs- 
day, March 7, and is being heard 
from 11:30 to 11:45 a. m., EST. 
includes J. Alden 
Edkins, basso, and Edwin Mc- 


NU TONE OPENS ANIMATED 
CHIME DISPLAY OFFICE 


A new note in small appliance 
displays has been sounded by 
NuTone Chimes, Inc., Cincinnati, 


room opened March 1 at 1150 
Broadway, New York. 

A complete series of miniatures 
of six rooms in the average home, 
each with a different type chime 
to illustrate the particular model 
used in individual rooms, has 
been installed in this new dis- 
play office. A nine-foot display 
board, showing 24 different 








provided in this showroom. 

Export business of NuTone 
Chimes, Inc., is also concentrated 
in NuTone’s eastern office. 


FATHER’S DAY STAMPS, 
POSTER SETS AVAILABLE 


The National Council for the 
Promotion of Father’s Day, has 
announced a new plan for neces- 
sary funds to carry on the public- 
ity and promotion for Father’s 
Day stamps in quantity for every 
Day ;-namely, the sale of Father’s 


|type of mercantile, manufactur- 
jing, retail, and other organiza- 
tions. These stamps may be af- 


fixed to packages, correspon- 
dence, invoices, and the like. 
They will sell at the rate of 
$100 for 25,000. The official 1940 
display set will be distributed to 
dealers as a service at a cost. 
The set consists of four pieces 
and will sell in combination for 
$1.00 a set. Headquarters for the 
sale of the stamps and sets will 
be at the Council’s office, 625 
Madison Ave., New York City. 





FATHER'S DAY 


FATHER’S DAY STAMP 
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DEALER-MANUFACTURERS DISTRIBUTION 


PLANNED FOR BRICK AND TILE 


The Structural Clay Products 
Institute, Washington, D. C., na- 
tional authority on brick and tile 
construction, has launched plans 
which call for extensive develop- 
ment of dealer outlets for clay 
products building units. This 
program was officially announced 
by Douglas Whitlock, of Wash- 
ington, D. C., who has been as- 
sociated with the Structural Clay 
Products Institute since its crea- 
tion. 

The Institute’s latest plan book, 
“Colorful Brick Homes,”  illus- 
trated in four colors and contain- 
ing 23 home designs ranging in 
price from $3,000 to $75,000, is 
distributed jointly by itself and 
the National Plan Service, Chi- 
cago, Ill. These are being sold 
at the following prices: Lots of 
50 copies or less, 65c. each; 100 
copies, 58c. each; 200 copies, 56c. 
each; 300 copies, 55c. each; 400 
copies, 54c. each; 500 copies, 53c. 
each; 750 copies, 52c. each; 
1000 copies and over, 50c. each. 

“Colorful Brick Homes” is de- 
signed to serve the dealer and 
encourage his cooperation with 
SCPI in stimulating consumer 
interest in the uses of brick and 
tile in residential construction. 

The National Plan Service will 
disseminate the Institute’s recom- 
mended specifications, bills of 


G.E. OPENS INSTITUTE 
IN BRIDGEPORT, CONN. 


The Appliance and Merchan- 
dise Department of the General 
Electric Co. entertained more 
than 150 business paper and con- 
sumer publication editors, March 
8, at its fourth annual editorial 
conference which also marked 
the opening of the new General 
Electric Institute and home ser- 
vice kitchens at Bridgeport, 
Conn. The conference chairman 
was Boyd W. Bullock, advertising 
manager, appliance and merchan- 
dise department. H. L. Andrews, 
vice-president, General Electric 
Co. and manager of the appli- 
ance and merchandise depart- 
ment traced the history of the 
Institute which was started in 
1933 and pointed out the ad- 
vances made in the man:facture 
of appliances in the period of 
time since its inception. Lines 
and activities of the home laun- 
dry equipment section were out- 
lined by John M. Wicht, manager, 
home laundry equipment section. 
A demonstration of old time dish 
washing methods was put on by 
Charles W. Theleen, manager, 
electric sink and kitchen cabinet 


materials and construction data 
for each of the 23 houses shown 
in “Colorful Brick Homes” cover- 
ing three types of construction 
(a) solid brick, (b) brick on 
tile, and (c) brick and tile 
cavity wall. Working drawings 
for the houses have been pre- 
pared by SCPI and the NPS will 
reproduce and distribute these at 
the following prices: $5.00 for 
one set of plans; $10.00 for two 
sets; $2.50 for the third and each 
additional set if ordered at the 
same time for the same design. 

Cooperation between the clay 
products manufacturer and the 
building material dealer will pro- 
vide the latter with a full knowl- 
edge of brick and tile uses, costs 
in residential and agricultural 
construction; engineering and re- 
search findings; SCPI’s_ voca- 
tional education program for an 
increased number of bricklaying 
courses and schools to guarantee 
improved craft skill; technical 
data on building problems, archi- 
tecture, and fire and moisture 
tests of brick and tile walls; 
promotional literature, home 
plans and specifications, illustra- 
tions of completed homes; dis- 
plays of brick textures and 
colors; tile shapes and sizes, and 
glazed units in their proper color 








sales section, who told of the 
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sequence and identifications. 


savings effected by use of the 
electric sink and kitchen cabinet. 
Miss Edwina H. Nolan, manager, 
home service section, spoke 
briefly of the activities of the 
institute. 

Advantages of modern electric 
water heaters and ranges were 
told by J. R. Poteat, manager of 
that section, who used a film to 
show the benefits of the new 
equipment in a humorous but 
forceful manner. A. M. Sweeney, 
manager, domestic refrigeration 
sales section, J. H. Crawford, 
manager, construction material 
sales, D. C. Spooner, manager, 
pioneer products section, and A. 
L. Sanger, manager, heating de- 
vice and fan sales section, told of 
the activities of their depart- 
ments. Mr. Poteat exhibited 
some old-time models of electric 
ranges made by the company, 
comparing them with the new 
models. 

Philip Reed, chairman of the 
board of the company, welcomed 
the guests, and told of the strides 
in the manufacture of electrical 
appliances for the home as made 
by the General Electric Co. Sup- 
per was served to the guests at 
the Algonquin Club. 

























































ESTER Metal Mender will quickly earn its 
right to one of two hot spots on your selling 
counters: close to the cash register or near the 
wiring supplies. These round cans of quality solder 
deserve this kind of display. They will pay their 


| way in profits for every inch of space you can give 


them. That’s why it’s good business to keep Kester 
Metal Mender out of drawers, off of shelves, and 
right out on your counter! 


People everywhere know Kester Metal Mender. 
Kester has advertised aggressively for years. And 
this year a big national campaign is pointed right 
at solder users in every community. Plenty of your 
customers will see and read the magazine advertise- 
ments. This diplay carton on your counter will 
remind them to buy. 


And when you sell Kester Solder you sell 
satisfaction because its great features of self- 
contained flux and high standards of purity insure 
perfect results every time. 


Check your stock and order from your jobber today. 


KESTER SOLDER COMPANY 
4207 Wrightwood Avenue, Chicago, Illinois 
Eastern Plant: Newark, N. J. Canadian Plant: Brantford, Ont. 


KESTER 


METAL MENDER 
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@ You can always depend 

on National Screen pro- 

ducts for value PLUS! What’s more, their extra 
value reveals itself at once to your prospective 


customers . . in such extra features as the rounded 
edge they find on all National Screen doors . . the 
K WIK-LOK feature on National Window 
Screens, et cetera. 


Ask your jobber about the complete line of these 
value plus products. A wide variety of styles 


and . . quick deliveries. 


SCREEN DOORS f WINDOW SCREENS 
js\\\VENTILATORS 







aSESREALLAG) 


‘ , SS o 
Naticual ArrviT Ye 777 Od 


—— 






NATIONALSCREEN Co., INC., Suffolk, Va. 


940 catalog show- 
1 Screen Doors, 





of your ! 
Please send us a copy 
ing the complete line of Nationa 
Window Screens and Ventilators. 





Name 
Address a 
City State 
i " 
NEW YORK OFFICE: 200 Fifth Avenue 
Southern Selling Agents: 
SAND & HULFISH 
22 Light St., Baltimore, Md. 
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HOUSING SURVEY TO UNEARTH 
REEMPLOYMENT CPPORTUNITIES 


| in Civil Engineering, Mr. Schacht 
| has been with Behr-Manning 


A survey of housing needs as 
they present reemployment op- 
portunities is being undertaken 

| by a newly appointed committee 

| of the Twentieth Century Fund, 
330 W. 42nd St., New York City, 
according to an announcement 
made by Evans Clark, executive 
director of the Fund. Miles L. 

| Colean, assistant administrator of 
the Federal Housing Administra- 
tion, will resign his Washington 
position to accept appointment as 
research director of the survey. 

“The Fund’s investigation” 
said Mr. Clark, “will attempt to 

| determine how residential con- 
| struction can be stimulated, with 
| a view to contributing substanti- 
| ally to the restoration of a higher 
level of employment, meeting the 
| recognized need for more ade- 
quate housing for the American 
| people, and making more effec- 
| tive use of the country’s avail- 
able resources.” 
| Dr. Henry E. 
poom of Business Finance at 


Hoagland, pro- 


| Ohio State University, formerly 
| divouter of the Home Owners’ 
| Loan Corporation, and a former 
member of the Federal Home 
Loan Bank Board, is chairman 
of the committee sponsoring the 
survey. This committee, repre- 
senting various interests and 
points of view, will review the 
findings of the research staff, and 
on the basis of these factual data, 
will present a program of recom 
mended action. 

The Fund’s survey, according 
to the announcement, will be de- 
signed to picture the extent of 
the need and demand for hous- 
| ing in terms of the standard and 
quality of housing to be pro- 
vided, to describe the nature and 
role in the national economy 
played by the industries which 
exist to supply these needs, and 
finally, to examine and analyze 
the various obstacles standing in 
the way of fulfillment of the need 
| for more and better housing and 
|} consequent increase of employ- 
' ment. 








“MODERN PIONEER” AWARD 
TO BEHR-MANNING OFFICIAL 


Elmer C. Schacht, vice-presi- 
dent in charge of manufacture 
for Behr-Manning, Troy, N. Y., 
| received his award as a Modern 
| Pioneer at a recent dinner given 
| at the Waldorf Astoria in New 
| York. This signal honor was con- 
| ferred by the National Associa- 
| tion of Manufacturers in celebra- 

tion of the 150th anniversary of 
| the founding of the American 
patent system. 

While Mr. Schacht has secured 
patents in widely varying fields, 

| his best known invention is the 
| electro coating of the abrasive 
| grains on “sandpaper.” A native 
of Sandusky and a graduate of 
the University of Michigan with 
the degree Bachelor of Science 


since July 1920 and in charge of 
manufacture since 1925. 


LINCOLN TO LEAVE 





| “FARM-TOWN HARDWARE” 


| Farm-Town Hardware, Kansas 


| years, is leaving that publication 
| on April 12. Mr. Lincoln has 


| has been secretary-treasurer of 
| the Kancas_ City 
‘ Hardware & Tractor Club. 


Lewis A. Lincoln, editor of 


City, Mo., for the past several 


not announced his plans but in- 
tends to remain in the farm 
equipment or hardware field in 
some capacity entailing sales, ad- 
vertising, editing or association 
work. For 10 years Mr. Lincoln 


Implement 


| Mr. Lincoln went to the Im- 
| plement Trade Journal Company, 
publishers of Farm-Town Hard- 
ware and Implement & Tractor, 
16 years ago. First he served as 





L. A. LINCOLN 


associate editor of Implement & 
Tractor, and later as editor of 
Farm-Town Hardware when that 
publication was organized. 

The editorial work on Farm- 
Town Hardware will be taken 
over by Fred Milburn, vice-presi- 
dent of Implement Trade Jour- 
nal Company. 


HARDWARE SQUARE CLUB 
DINNER, MAY 2 AT N. Y. 


The Hardware Square Club 
will hold its 12th annual hard- 
ware shore dinner and entertain- 
ment, Thursday evening, May 2, 
at the Hotel Astor. Dinner will 
be served at 7 p.m. Tickets are 
$5.00 each and may be obtained 
from the chairman, Ralph S. 
Allen, 48 W. Broadway, New 
York City. Reservations must be 
made in advance as no tickets 





will be sold at the door. 
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BILL SETTING CONSUMERS’ GOODS STANDARDS 
EXPECTED TO DIE IN COMMITTEE 


(Washington Bureau 
of HARDWARE AGE) 

The Boren Bill, under which 
the National Bureau of Stand- 
ards would set up quality and 
performance standards for consu- 
mers’ goods, is expected to die 
in committee. Even the chances 
for its being acted upon favorably 
by the sub-committee of the 
House Interstate and Foreign 
Commerce Committee are con- 
sidered to be extremely slim. 


Members of the  sub-com- 
mittee, who appeared to be 
unimpressed by the measure at 
public hearings late in January, 
are understood to be reluctant 
to give the bill their approval for 
two reasons: (1) It might lead 
to a mandatory grade-labeling 
system for all products; and (2) 
exclusive of the cost of enforce- 
ment, the program would require 
an appropriation of close to 
$1,000,000 at a time when Con- 
gress is trying to depict itself 
as the champion of rigid econ- 
omy. 

Although the measure has the 
support of the Department of 
Commerce, consumer groups, 
while looking to the bill to give 
them a foothold, actually want a 
joint governmental committee to 
select products which would be- 
come standardized. Suggested 
by them is a committee consist- 
ing of the Secretaries of Com- 





merce, Agriculture, Treasury, 
and Labor and the chairman of 
the Federal Trade Commission. 
While such a committee would 
not satisfy them completely, they 
feel that it would come closer to 
being a forerunner of a new gov- 
ernment department—the Depart- 
ment for Consumers. 

Sponsored by Representative 
Lyle H. Boren, Democrat of 
Oklahoma, the bill exempts food, 
drugs, cosmetics and _ other 
articles for which Federal stand- 
ards are already provided but 
directs the Secretary of Com- 
merce, through the Bureau of 
Standards, to establish “United 
States Consumer Standards” for 
consumer goods, based on quality 
and performance. By voluntarily 
complying with these standards 
manufacturers would be autho- 
rized to label their goods accord- 
ingly—a step which, according 
to sponsors of the bill, would 
enable prospective purchasers to 
be directly informed that gov- 
ernment standards are being ad- 
hered to. 

The permissive labeling feature 
of the bill is opposed by adver- 
tisers and others who argue that 
the program contemplated by the 
bill would create consumer pre- 
ference for products because they 


carried Federal labels even 
thoigh inferior to advertized 
goods. 














P. J. Jacobson, Mason City, Iowa, secretary of the Iowa Retail 

Hardware Association, is congratulating that group’s new presi- 

dent, C. E. Pedrick, Douds, Iowa. The association recently held 

its annual convention in Des Moines and a report of the con- 

vention activities was published on page 70 of the Feb. 22 issue 
of HARDWARE AGE. 
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SPECIAL BITS 


FOR 


ELECTRICIANS 


AND 


mY PLUMBERS 


, ‘a ; oa + ~ 





“pusss special purpose bits 

have single spur and cutter 
and coarse thread screw. They 
take a firm grip in all woods 
and bore with great rapidity 
and ease. They are especially 
efficient in gummy woods, as 
they do not clog up. 


Made of forged, high-carbon 
steel and carefully heat treat- 
ed, they have unusually long 
edge life; so much so that the 
saving of time usually spent in 
keeping lower priced bits in 
shape more than makes up for 
the slight extra cost. 


L-191E, the Electrician’s Bit comes 
in 10, 11 and 12 sixteenths. An over all 
length of 10/4 inches provides extended 
reach. Extra turns of twist have been 
added to facilitate chip clearance in 
deep holes. 


J-101S, Plumber’s Bit, has an over 
all length of 6/2 inches and comes in 
12 and 14 sixteenths. J-101E, with an 
over all length of 9/7 inches comes in 
sizes ranging from 11 to 28 sixteenths. 


Spring building will bring a brisk de- 
mand for these bits. Your jobber will 
supply you. 





‘AUGER BITS 


THE RUSSELL JENNINGS MFG. CO., CHESTER, CONN. 








75 











NOW! 






BERNARD 


ee 
PLIERS 


SPECIAL PURPOSE 





spokes & 


“Open House”’ Special 


An outstanding special that is a “special” where it counts 
the most for you—in the margin of mark-up. 


Every tool in these assortments has been picked because 
they are widely used and are the best sellers in our line. 
They are tools that sell every day to the home-owner, to 
the farmer and most of all to the mechanics in the factor- 
ies and neighborhood shops everywhere. 


Bear in mind—these are not specially made, cheapened 
tools. Every one is a standard Bernard Tool and every 
one is fully guaranteed. 


ONE TURNOVER NETS 70% 


Ass't A costs $16.80, sells for..........$28.90 
Ass't B costs 13.37, sells for.......... 23.30 


Never before has it been possible to buy the nationally 
known standard Bernard Pliers, Punches and Nippers at 
a price that allows such a wide margin as offered in these 
“Open House” assortments. 

This is one of the “Open House” specials that you just 
cannot afford to pass up as you can sell Bernard Pliers, 
Punches and Nippers that are known, sold and used the 
world over. 


BUT DON’T STOP THERE! 


GET THIS MODERN 
DISPLAY CASE 
AT 2 COST 
TO HELP 
STOP ‘EM! 





A beautiful Display Cabinet, strongly built of natural 
grained gumwood, lacquer finish for only $1.50. Costs us 
a great deal more. Glass top hinged in front—opens from 
rear. Tools held with spring clamps. Looks well in any 
—_ Be sure to specify for which assortment the case is 
wanted. 


Ask Your Jobber or Ask Us 


THE WM. SCHOLLHORN COMPANY 


400 Chapel Street New Haven, Connecticut 


‘STOP 'EM— 


WITH THE 














76 


M.E.M.A. UNIT MOVES | 
CHANGES ITS NAME | 


The former M.E.M.A. Light 
and Signal Group has changed | 
its name to Safety Equipment | 
Manufacturers’ Association atl 
has moved its headquarters from | 
250 W. 57th St., New York City, 
to 350 Madison Ave., New York 
City. Richard S. Armstrong is | 
manager of the association. 


COMFORT CO. ELECTS 
OFFICERS & JUNIOR BOARD 


At the 43rd annual meeting of 
the Comfort Coal-Lumber Co., 
held on Tuesday, Feb. 13, at the 
general offices of the company 
at 123 Anderson St., Hacken- 
sack, N. J., the following officers 
were elected for 1940: President, 
Hiram B. Demarest Blauvelt; 
vice-pres. and treas., David D. 
Bellis; vice-pres. and gen. mgr., 
Richard E. Greenip; secretary 
and controller, Edward A. Mah- 
ler; asst. treasurer, Ernest W. 
Lemnitzer; asst. secretary, S. 
Peter Carlson. Also elected as 
directors were: David D. Bellis, 
H. D. B. Blauvelt, R. S. Greenip, 
M. D. Blauvelt, E. A. Mahler. 

For the year of 1940 the fol- 
lowing junior executives and de- 
partment heads have been ap- 
pointed to constitute a Junior 
board of directors of the Com- 
fort Coal-Lumber Co.: namely, 
Ernest W. Lemnitzer, credit man- 
ager; Fred F. Brickman, man- 
ager stores and fuel sales; S. 
Peter Carlson, manager building 
materials dept.; Edward A. 





Mahler, controller. The chair- 
manship of the Junior board of 
directors shall rotate among the 
members composing the board, 
while E. A. Mahler is, ex-officio, 
permanent secretary to the 


board.” 


DIGEST OF BUSINESS- 
GOVERNMENT CONTRACTS 


An analysis of the principles 
and procedures relating to con- 
tracts between government and 
private business, believed to be 
the first complete study of this 
important subject, is contained 
in the combined November-De- 
cember issue of the National 
Association of Manufacturer’s 
Law Digest, just released to the 
membership of the association. 

The Digest further declares 
that the necessity for under- 
standing Federal requirements 
in the matter of contracts is not 
only increased by the peace-time 
needs of national defense, but 
also because of a “growing 
tendency in recent years to ex- 
tend such requirements by stat- 
ute or interpretation to manu- 
facturers and suppliers having no 
direct contractual relationship 
with the government.” For ex- 
ample, if proposed amendments 
to the Walsh-Healey Government 
Contracts Act are adopted, the 
statute will apply to sub-con- 
tractors as well as contractors 
and to contracts involving an 
amount less than the present 
$10,000 minimum, and more 
thousands of manufacturers will 
be affected thereby. 





Warner Ski Team Captures Gold Trophy 


The Warner Hardware Co., 
Minneapolis, Minn., entered 
three teams in a skiing compe- 
tition sponsored by the Minne- 
apolis Park Board. Warner’s 
teams were the Warner Aces, the 
Warner Ski Devils and the War- 
nerettes. Four consecutive races 
were run on four successive Sun- 
days. The last race was held 
Feb. 11. Warner’s Aces cap- 
tured first place, a beautiful 
gold trophy showing a skier in 
perfect form. 

The Warner Aces were cap- 
tained by Thornton Pope, man- 
ager of the company’s sporting 
goods department and included 
Lans Williams, ski department 
salesman, and Stanley Larson, 
manager of the cutlery depart- 
ment. Martin Olsen captained 
the Ski Devils, who were just 
nosed out of third place by half 
a point. The team included Eric 
Johnson, lamp salesman, and 
Jack Kelly, manager of the com- 
pany’s uptown branch store. 








Williams (left) and Pope 

(right), two members of War- 

ner’s Aces, ski team that 
captured a gold trophy. 
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BETTER SELLING STUDIED AT 
BIGELOW-DOWSE MEETING 

More than 500 representatives 
of 285 retail hardware firms at- 
tended the spring meeting of the 
National Hardware Stores, Inc., 





JOSEPH M. KENNEDY 


dealer organization sponsored by 
Bigelow & Dowse Co., wholesaler 
hardware firm, Boston, Mass. 
The meeting was held Feb. 22 
at the Boston City Club. 

A merchandise exhibit featur- 
ing spring merchandise was one 
of the interesting parts of the 
meeting. Joseph M. Kennedy, 
sales manager, discussed better 
selling at the afternoon session, 
and pointed out the importance 
of every dealer devoting more 
time to that part of his business. 
I. S. Dillingham, president, also 
addressed the meeting. A _ban- 
quet and entertainment in the 
evening concluded the meeting. 





200 ATTEND FRANKFURTH'S 
DEALER MEETING 


More than 200 hardware deal- 
ers and guests attended the 
“Five Star” dealer meeting spon- 
sored by the Frankfurth Hard- 
ware Co., wholesale hardware 
firm of Milwaukee, Wis. Harold 
W. Hirth, director of the mer- 
chandising division, served as 
chairman of the meeting, held on 
February 7, 1940, at the Plank- 
ington Hotel. 

R. J. Killian, merchandising 
division of the company, out- 
lined the merchandising program 
for 1940 to the dealers. He told 
them of the research work car- 
ried on and shopping conducted 
by the department before devel- 
oping suggestions for the dealers. 

Wm. Frankfurth, president, 
told dealers that the merchandis- 
ing division was endeavoring to 
help them do better planning 
and selling, and to save time for 
them in the store so they could 
devote more time to selling. S. 


discussed National 
Open House plans and urged 
dealers to take part. George G. 
Hoy, associate editor, and J. 
G. Wilcox, circulation manager, 
HarpwareE Ace, New York, 
N. Y., and Rivers Peterson, man- 
aging director, National Retail 
Hardware Association, Indian- 
apolis, Ind., were introduced. 


CHANGES IN BEHR-MANNING 
SALES ORGANIZATION 


Behr-Manning Corporation, 
Troy, New York, division of the 
Norton Company, Worcester, 
Mass., has announced the follow- 
ing changes and promotions in 
its sales organization: 

J. F. Connor has been ap- 
pointed manager of the St. Louis 
division. A. W. Bell, heretofore 
divisional sales manager at Chi- 
cago, has been appointed divi- 
sional sales manager in the mid- 
west and St. Louis division 
responsible for industrial sales 
only while R. N. Murray be- 
comes divisional sales manager 
in the same districts but re- 
sponsible for jobbing sales. 

Howard S. Malholland of 
Cleveland has been appointed 
divisional sales manager at Cleve- 
land with headquarters continu- 
ing in that city. G. M. Ogletree, 
formerly of the Troy sales dis- 
trict, takes over Mr. Mulholland’s 
work while K. T. Obeck who has 
been inside man with the com- 
pany for some time will cover 
Mr. .Ogletree’s former territory. 


AMERICAN TOY FAIR 
TO RUN, APRIL 1-20 


Lines of more than 400 Amer- 
ican manufacturers of toys, dolls, 
games and other playthings will 
be exhibited in New York City 
from Monday, April 1, to Satur- 
day, April 20, during the annual 
American Toy Fair. Sponsored 
by the Toy Manufacturers of the 
U. S. A., Inc., 200 Fifth Ave., 
New York City, of which James 
L. Fri is managing director, the 
fair will be under direction of H. 
D. Clark, assistant director, Toy 
Manufacturers of the U. S. A., 
Inc., and will occupy five com- 
plete floors of the Hotel McAlpin. 
Both new and old toys and other 
playthings will also be exhibited 
at permanent showrooms at 200 
Fifth Ave., 1107 Broadway and 
at other year ’round exhibits, in 
New York City. 

The first week of this year’s 
Fair will be known as Whole- 
salers’ Week, during which time 
exhibits will be open only to 
wholesalers of toys. For the rest 
of the Fair the various exhibits 





M. Osgood, Hardware Retailer, 
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will be open to the general trade. | 


Hardware 























VIGORO SELLS 
VIGORO! 


By its own sales 
alone, Vigoro can 
show you a nice 
profit. The amazing 
action of this com- 
plete plant food on 
lawns, flowers, 
shrubs, vegetables 
and trees brings cus- 
tomers back regu- 
larly for more! 


VIGORO SELLS 
OTHER HARDWARE 







j EED 
a Vigoro helps make 
Y gardening so suc- 


cessful, so much fun, 
that it really does a 
job in selling the 
other things you fea- 
ture that are neces- 
sary to gardening. 
Happy, enthusiastic 
gardeners spend lots 
of money for mow- 
ers, rakes, hoses, 
seeds, etc. Cash in 
on the tie-up! 


Ss 





VIGORO IS A REAL 
PROFIT ITEM 
FOR YOU! 


Foalune tt now! 


A PRODUCT OF SWIFT & COMPANY 
U.S. YARDS CHICAGO 











LOW IN PRICE 











HIGH IN VALUE 











EASY T0 SELL 

















FAIRBANKS ALL-METAL 
PORTABLE SCALE WITH 
STEEL-CLAD PLATFORM 
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| = is the scale that meets the demand 
on the farm, in shipping departments, tool rooms, 
factories, stores. 

It is low in price... high in quality .. 
give many years of accurate weighing service. 
Copper-steel alloy construction makes it the most 
modern scale of its kind on the market. The arrow- 
tip single beam with center-indicating poise is 
made of noncorrosive aluminum alloy which can- 
not rust—cannot become difficult to read. All 
counterpoises, weights, stem and cup, bearings, 
etc. are rust-proofed by the Parkerizing process. 
Its easy-reading poise casts no shadows. And 
most important of all, it is backed by the greatest 
name in weighing. 

Available in capacities of 500 or 1000 pounds— 
with platforms 16’’ x 25’’ or 18’ x 27”, 

Low price doesn’t always mean anything—but 
when the lowest-priced scale on the market is a 
FAIRBANKS Scale—that means profits for you— 
if you stock the scale. Write Fairbanks, Morse & 
Co., Department 132,600 South Michigan Avenue, 
Chicago, Illinois. Branches and service stations 
throughout the United States and Canada. 


. and will 


7707-SA40. 04 


FAIRBANKS-MORSE 


di, 
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_PATMAN’S BILL PUBLIC HEARINGS 
| SCHEDULED TO START MARCH 27 


(Washington Bureau 
of HARDWARE AGE) 


Public hearings on the Patman 
| chain store tax bill, which have 
been optimistically forecast by 
| the bill’s sponsor, Representative 
| Wright Patman for the past two 
| years, will begin March 27 before 

a sub-committee of the House 
Ways and Means Committee. 
On the sub-committee are 
| Representatives John W. Mc- 
Cormack, chairman, of Massa- 
chasetts, John W. Boehne, Jr., of 
Indiana, Richard M. Duncan of 
Missouri, John D. Dingell of 
Michigan, all Democrats; Frank 
Crowther, of New York, Harold 
Knutson of Minnesota, and Roy 
O. Woodruff of Michigan, Re- 
publicans. 

Identified as H. R. 1, the Pat- 
man measure proposes a gradu- 
ated excise tax on chain store 
systems operating entirely within 
one state. Chain store systems 
| having stores in more than one 
state would be subject to the 
graduated tax multiplied by the 
number of states in which they 
have stores. 

Several months ago there were 
| some indications that the Con- 





softening the measure by freezing 


but Mr. Patman has since demon- 
strated no disposition to alter the 
bill in that respect. 

The decision of the House 
Ways and Means Committee to 
hold hearings came as some sur- 
prise to some observers who have 
been predicting that the measure 
would never be given recognition 
to the extent of holding public 
hearings. However, Mr. Patman 
has been using all the influence 
he could muster on the committee 
and only recently introduced a 
resolution in an attempt to bring 
the measure up on the floor and 
by-passing the Ways and Means 
Committee as well as the House 
Rules Committee. 

It is generally believed that the 
bill stands no chance of passing 
Congress although Mr. Patman, 
co-author of the Patman anti- 
price discrimination law, insists 
that he can count no more than 
25 House members who will vote 
against it. Sponsors of the mea- 
sure outside of Congress look to 
what has been described as “Pat- 
man magic” to assure success for 





| gressman would be amenable to | 


| SCHICK DRY SHAVER DIS- 
| TRIBUTOR SELLING 

| POLICY 

| 


A change in the methods of 
| selling Schick dry shavers was 
inaugurated on March 4, 1940, 
| following an announcement by 
| Ke enneth C, Gifford, general sales 
|manager of Schick Dry Shaver, 
|Inec., Stamford, Conn., that his 
| company is ‘in the process of ap- 
pointing selected distributors in 
the principal markets of the 
United States to assist in serving 
more conveniently the growing 
numbers of retailers of its elec- 
tric shavers. 

The Schick company, which 
was the pioneer in the electric 
shaver field in this country, has 
been selling all dealers direct 





since its first shaver was pro- 
duced ten years ago. From now 
on a large majority of the dealers 
will be served through distribu- | 
tors. 


AMERICAN NICKELOID CO. 
OPENS EXPORT OFFICE 


Because the war in Europe has 
caused shifting in the sources 
of supply for raw materials of 
many nations, the American 
Nickeloid Company, Peru, Illi- 
nois, has found increased demand 
for its pre-finished metals in 











many foreign markets, and to | 


the anti-chain store tax measure. 





serve better this business, has 
opened an export office at 201 
North Wells Street, Chicago. 





GLOBE STOVE NAMES 
NEW DISTRICT MGR. 


Paul Osborn has been ap- 
pointed district sales manager for 
the Globe Stove & Range Divi- 
sion, Globe American Corpora- 
tion, Kokomo, Ind. He will di- 
rect Globe sales activities in the 
major markets of Ohio and part 
of Kentucky. 

Mr. Osborn, formerly with the 
Detroit Vapor Stove Co., is well 
known among range and appli- 
ance dealers throughout the 
country. 





PAUL OSBORN 


HARDWARE AGE 


chain stores at their present size 
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FRANK EMERSON WHITMAN | Mr. Yerkes had been a resident | 


Frank Emerson Whitman, vice- 


| of Florida since 1886. He took 


president of Farwell, Ozmun, Kirk | 8” active interest in civic affairs, 
& Co., Saint Paul, Minn., passed | and for many years served as a 





FRANK E. WHITMAN 


away suddenly March 3. He was | 


70 years old. 

When 16 years old, Mr. Whit- 
man entered the Farwell, Ozmun, 
Kirk organization, then Farwell, 
Ozmun, Jackson & Co., as an of- 
fice boy. He advanced steadily 
with the firm and was responsible 
for the development of its build- 
ers’ hardware department. In 
1925 he was elected to the board 
of directors, and five years later 
was made a vice-president. He 
also was a director of the Billings 
Hardware Co., Billings, Mont., a 
subsidiary of Farwell, Ozmun, 
Kirk & Co. 

Mr. Whitman was a trustee of 
St. Luke’s Hospital and a junior 
warden of St. Clement’s Episcopal 
church. He belonged to the Ath- 
letic Club and the White Bear 


Yacht Club. Surviving are his|° 


widow, a daughter and two sons, 


Albert R. and Allen. 


FRANK B. STEVENS 


Frank B. Stevens, a founder 
and director of the Patterson- 
Sargent Paint Co., Cleveland, 


| member of the Board of Trade. 
the city council and the board of 
| public instruction. He is survived 
| by three sons and a daughter. 


GEORGE B. MOTT 


George B. Mott, 72, for many 
years associated with the Russia 
Cement Co., Gloucester, Mass., 
passed away recently. Mr. Mott 
entered the employ of the com- 
pany as a clerk in its then tiny 
New York office in 1889. He 
later became the manager which 
position he occupied at the time 


of his death. 


E. A. MAPLE 

E. A. Maple, 46, sales manager 
of the gas and electric range di- 
vision of the Globe Stove & 
Range Division, Globe American 
Corp., Kokomo, Ind., passed away 
Feb. 19. Death was due to a 
heart attack. Mr. Maple had 


a business trip during which he 
throughout the East. 

tributors, and 
Coast to Coast. 
ing one of the most informed men 


on heat retained cooking. He be- 
gan his career selling soap, bak- 





Ohio, passed away recently. He 
was 82 years old. He leaves his 
widow and a son. 


JUDSON B. YERKES, SR. 


Judson B. Yerkes, Sr., aged 79, 
president of the Florida Hard- 
ware Company, Jacksonville, Fla., 
passed away February 26. His 
death was attributed to a heart 
attack. A native of Philadelphia, 
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E. A. MAPLE 


ing powder, and later farm light- 


ing plants, becoming associated 
with the Globe organization in 
1932 in the designing, engineer- 
ing, and distribution of Globe 
“Dutch Oven” heat - retained 
ranges. Mr. Maple leaves his 
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just returned to Kokomo after | 


conducted sales meetings in cities | 


Ted Maple was known to hun- | 
dreds of appliance dealers, dis- | 
salesmen from | 
He was a lead- | 
ing figure in the range field, be- | 





widow, a son, and a daughter. 


2 types of 





DIC-A-DOO 


PAINT CLEANER 


REGULAR — (powder) for 
walls, ceilings, floors, etc. 
PREPARED (Ready mixed) 
for many year-round uses. 


More people will read DIC-A-DOO advertising 
this year than ever. More will buy because 
putting it out in 2 forms greatly widens the 
market and extends its sale to all seasons. 


PROFIT PROTECTED 


UNDER FAIR TRADE LAWS 


All surveys show DIC-A-DOO leads in sales 
of paint cleaners by a wide margin. The new 
“Prepared” type is grow- 
ing fast in popularity and 
sales—and provides you 

a handsome protected 

profit. Be sure to include 
it in your stock and on 
display. 












The Patent Cereals Co. 
Dept. H-29 Geneva, N.Y. 


DIC-A-DOO BRUSH BATH 


Excellent paint brush 
cleaner. 5c and 10c. 
Helps sell better 
brushes. 2 doz. 
in self-selling 
display. 
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Stewart Hunt (left) of Henry Disston & Sons, Inc., Philadelphia, Pa., and Mr. Black of Youldon 


& Glencourse, Ltd., Johannesburg, South Afric1, pose with a few native gentlemen (Zulus). 


Although the Zulu warriors are primitive, they are intelligent and know how to use the saws 


HOTPOINT’S MOVIE IS 
DEALER PROMOTION MEDIUM 


Hotpoint’s full length feature 
motion picture, “Blame It On 
Love,” is designed to be used 
as a dealer promotion program 
at a minimum expense, and with 
greatest ease in its execution, 
according to G. H. Smith, general 
merchandising manager, Edison 
General Electric Appliance Co., 
Chicago, IIl. 

Both 35 mm. and 16 mm. films 
are available to the Hotpoint re- 


tailer at no cost. A sales promo- | 


tional package, costing $9.95, 
contains a personal guide book 
for the handling of the entire 
promotion, including the hiring 
of the theater, arranging for the 
projection, and, also, shows pub- 
licity and advertising material 
for building consumer interest 
in viewing the film. This pack- 
age will also include the tickets, 
folders, and souvenir programs 

in fact, all of the material neces- 
sary for a successful showing. 


NEW BLACKSTONE PLANT 
NEARS COMPLETION 


The new assembly plant of the 
Blackstone Mfg. Co., Inc., is 
rapidly nearing completion at 
Jamestown, N. Y. The company 
expects to be producing its new 
automatic washer from an eff- 
cient automobile-assembly type 
production line by April 1, ac 
cording to O. A. Lenna, presi- 
dent. 

This latest addition to Black- 
stone’s manufacturing properties, 
planned to conform with the 


80 


and tools of our day. 


| principles of the most up-to-date 
industrial design, is of fire-re- 
sisting concrete, brick and steel 


construction throughout. Every 
effort has been made to make 
working conditions as_ efficient 


and pleasant for employees as 
Spacious locker and 
rest-rooms are equipped with 
modern fixtures. Ample daylight 
is assured by huge double-glazed 
steel sash windows, and night 
lighting of 30-ft.-candlepower is 
obtained from 850-watt assem- 
blies of mercury vapor and incan- 


possible. 











The Arvey Corp. recently broke ground for a new plant. 
right: A. L. Greenebaum, manager, “R-V-Lite Vitapane” division; L. L. Grisamore, general 


descent lamps. The heating’ sys- 
tem — high-pressure steam piped 
to large unit heaters—is thermo- 





statically controlled. In addition, | 


to eliminate “cold spots” com- | 


mon near entrances and exits, 
unit heaters near doors are auto- 
matically operated by the open- 
ing of the doors, regardless of 
the thermostat position. Electric 
trucks deliver parts over gradu- 
ally-graded ramps to provide a 
smooth production flow from other 
manufacturing units in the 
Blackstone group. 


| 
| 
| 
| 
| 


VITA-VAR CORP. TAKES 
NEW OFFICE SPACE 


The Vita-Var Corporation, 
| paint engineers, Newark, N. J., 
moved its executive and sales 
offices to downtown Newark in 
order to release factory space for 
laboratory expansion, according 
to an announcement by Thos. H. 
Gibson, vice-president and gen- 
eral manager. 

The executive and general of- 
fices now occupy the 17th floor 
| of the Raymond-Commerce Build- 


| ing in Newark and more than 


10,000 square feet of additional 
laboratory space will be provided 


| at the factory. As quickly as the 
| new laboratories are equipped, 


additional technical personnel 


| will be added to research, devel- 
| opment and control departments. 


ARVEY CORP. EXPANDS; 
ERECTS NEW PLANT 


The Arvey Corp., Chicago, IIl., 
manufacturer of “R-V-Lite Vita- 
pane,” transparent glass substi- 
tute, recently broke ground for 
a new and modernly equipped 
factory building adjacent to its 
present building. The new struc- 
ture will cover an area of ap- 
proximately 60,000 square feet 
and will be of the one-story day- 
light plant type with emphasis 
on large window space. The 
latest in lighting, heating and 
air-conditioning is planned. The 
new building will lie along a 
spur of the C. & N. W. Railway 
and loading and unloading will 
be made directly from freight 


| cars to the inside of both the 


new and old plants. 





At the ceremonies were, left to 


manager of the company; L. R. Hanson, auditor; T. C. Lind, plant superintendent; C. Strauss, 
purchasing agent, and P. Godell, vice-president. 


HARDWARE AGE 




















MAR¢ 





and 


The 


way 
will 
ght 
the 








MARCH 21, 


In buying steel trap futures—it pays the hard- 
ware dealer to look ahead. Consider what 
competitive value you will have to offer your 
trapper customers when the 1940-1941 trap- 
ping season approaches. 


During the past few years, BLAKE & LAMB 
have proved conclusively to be outstanding 
values in the steel trap field. Made by the old- 
est manufacturer of animal traps in America— 
they have inherited a tradition of sustained 
quality and an uncompromising policy that 
welcomes the closest scrutiny. 


It is small wonder that today, BLAKE & 
LAMB Guaranteed Steel Traps are more popu- 
lar than ever in their history. Again and again, 


they have proved their case on the trap line, 





Trap Value of 1940 


and again and again they have proved to the 
hardware dealer that they are a line with 
which he can meet and beat any form of 
competition. 


When your jobber’s salesman suggests steel 
trap futures, ask him what he has to offer that 
will equal in quality, policy and price— 
BLAKE & LAMB, “the steel trap of the hard- 


ware trade”. 


BLAKE & LAMB 


Send for our free catalog showing the com- 
plete line of BLAKE & LAMB Steel Traps 
and accessories — each item of which has 
been selected and tested for quick turnover 
and repeat sales. 


THE HAWKINS COMPANY 


AMERICA’S OLDEST TRAP MANUFACTURERS 
SOUTH BRITAIN, CONNECTICUT 





1940 












Pacific Northwest Dealers Exchange 
Merchandising Information 


| \ REPRESENTATIVE 


gathering of dealer members of the 
Pacific Northwest Hardware and 
Implement Association met for their 
36th annua! convention, Feb. 19-21, 
at the Davenport Hotel, Spokane, 
Wash., to discuss merchandise ideas 
and sales possibilities in new lines. 

President O. L. Lundale, Deer 
Park, Wash., introduced Mayor 
Frank Sutherlin of Spokane who 
welcomed the dealers. President 
Lundale then delivered his annual 
address in which he urged whole- 
salers to buy “new items” while they 
are still new. These items, he said, 
are important to the independent 
merchant for, if he cannot get them 
while still comparatively new, the 
chains, in the meantime, will have 
enjoyed this “new” business almost 
to a saturation point. He also 
stressed the importance of 10-cent 
items in attracting women to hard- 
ware stores, 

Secretary Dale Strong and Trea- 
surer Wendell Hoesly, Spokane, next 
presented their reports which were 
referred to be approved by the 
auditing committee. H. L. Covert, 
Abilene, Kan., secretary of the Na- 
tional Federation of Implement 
Dealers’ Associations, was sched- 
uled to discuss the new Federation 
program but withheld this subject 
until the following day. He spoke 
instead on the new accounting sys- 
tem designed and distributed by the 
Federation for both small and large 
implement dealers. 

E. R. Penning, W. P. Fuller & 
Co., the first speaker, discussed 
“Selling Paint Jobs.” He urged 
dealers to go after paint business 
by watching for new construction 
and repair jobs in their communi- 
ties and to sell on the F.H.A. or 
C.1.T. time payment plans. He sug- 
gested that dealers protect them- 
selves on painter and contractor 
business by going to the property 
owner for a guarantee of the paint 
bill. There is a shorter profit on 
this business, Mr. Penning re- 
marked, but it runs into volume. 

Paul Helmer, hardware and im- 
plement dealer of Rosalie, Wash., 
and L. C. Van Patten, implement 
manufacturer of Cheney, Wash., 
switched businesses on each other. 





&2 





O. L. LUNDALE 
Retiring President 


Mr. Helmer spoke on what he would 
do if he were an implement dealer. 
He said that more time should be 
given to research work in that sec- 
tion of the country for many of the 
implements were not suitable to its 
topography. He stated that he would 
set up a research testing department 
to determine the type of implements 
most practicable for that area. He 
also remarked that he would cut the 
price of implements considerably. 
In criticizing the sales depart- 
ments of implement manufacturers, 
Mr. Helmer stated that the pressure 
put on dealers by the manufacturers 
quite often results in loss of profits 
from excessive trade-in allowances. 
“If I were an implement dealer,” 





DALE STRONG 
Secretary 








replied Mr. Van Patten, “I would 
go out after implement sales by cov- 
ering prospects at regular intervals 
and would deal with western imple- 
ment manufacturers to get coopera- 
tion in the designing of implements 
to meet specific problems.” He also 
said that implements generally are 
not priced too high. 

Two seniors from each of Spo- 
kane’s two largest high schools fol- 
lowed with a debate on, “Resolved, 
That the Patman Federal Chain 
Store Tax Bill, Known as H.R. 1, 
Should Be Enacted by Congress.” 
No decision was made. 

W. M. Brogan, Oakesdale, Wash., 
in a short talk on “What About Im- 
plement Trade-Ins,” opened the 
afternoon sessions. Mr. Brogan com- 
pared implement trade-ins with that 
of ranges and other major appli- 
ances and said that in selling major 
appliances you can make big allow- 
ances on trade-ins but not so with 
farm implements. 

J. T. Elson, Marshall-Wells Co., 
Spokane, Wash., followed with a 
summation of business conditions. 
He pointed out that December, 1939, 
was the biggest export month in 
nine years; that exports to neutral 
nations were up about 200 per cent. 

C. J. Galloway, Washington Water 
Power Co., the next speaker, said 
that the average use of electricity in 
that area is three times that of the 
national average and that over 
$3,000,000 worth of electrical mer- 
chandise has been sold on _ the 
W.W.P. system. He advised dealers 
not to take trade-ins with the idea 
of reselling them but to make a deal 
with some stove repair man whereby 
he is to pay the dealers approxi- 
mately the trade-in price, recondi- 
tion, and then sell the merchandise 
from his store. Thus, he said, sales 
of new merchandise would not be 
hampered. 

Eric A. Johnston, Brown-Johns- 
ton Co., Spokane, Wash., briefly 
spoke of developments in fluorescent 
lighting. He gave a brief history of 
lighting and also spoke on I.E.S. 
developments. Mr. Johnston an- 
nounced that a new indirect lamp 
will be put on the market this fall. 

(Continued on page 108) 
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This Year... 


“MILORGANIZE” 


our Lawn and Garden Trade 
ee Ue 


From your standpoint —MILORGAN- 
ITE sales build up into fast-growing, 
profitable volume — once your cus- 
tomers know about this remarkably 
efficient, complete lawn and garden 
fertilizer. 
From the user's. standpoint — Both 
amateur and expert gardeners vote 
it “tops” among fertilizers. One ap- 
plication of this easily applied, ex- 
ceptionally clean organic fertilizer 
lasts through an entire growing 
{ season—promoting continuous, 
ug) healthy growth. Does not burn, is 
“always granular and dust-free, long- 
lasting in effect, easy and pleasant 
For full details write: 
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to use. 


THE SEWERAGE COMMISSION 
Dept. H-321, Milwaukee, Wisconsia 


PACKED IN 25-, 
50- AND 100-Ib 
SIFT- PROOF BAGS 
WITH DIRECTIONS 


MILORGANITE 


is the IDEAL LAWN & GARDEN FERTILIZER 
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ElectricFence 


Controller 


Here are 5 reasons why 
this best-known equip- 
ment enables you to get 
your share of this fast- 
growing business, with 
freedom from trouble. 








L Farmers want Prime. They Anow Prime as the | 
top-quality controller. And this year they can 
buy Prime in any price class, ranging far lower 
than ever before. 


| 
2. Prime meets all existing safety regulations | 
governing electric fence. | 


3. Sales records of alert dealers prove Prime is 
profitable. 


4. Prime is advertised heavily to farmers in your | 
territory. 


5. Prime is the big, reliable company you repre- 
sent with confidence — the company with a 
dealer policy that protects your profits and 
position — the company 
with 25 years’ experience 
making precision 
equipment. 
. 
Write now for 
dealer proposition. 


The Prime Mfg. Co. 
1669 South First St. 
Milwaukee, Wisconsin 
Cooperating National 
Hardware Open House 





6 models — 
Battery or Hi-line 


$Q95 


and up 





Seth Marshall Urges Value 
of Auto Supplies at Spokane 


l ASSOCIATE dealers 


and invited guests of the Marshall- 
Wells Co. met at the company’s 
Spokane, Wash., office for the 7th 
annual Marshall-Wells Associate 
Congress, Feb. 12 to 14. At the 
opening session, for members of the 
firm, the promotional work for 1940 
was reviewed and planned. The 
Congress was formally opened that 
afternoon by W. H. Salyer, who 
acted as master of ceremonies 
throughout the sessions. J. T. Elson, 
local manager, was introduced and 
spoke briefly, and then introduced 
Seth Marshall, president of the 
company with headquarters at Du- 
luth, Minn. 

Mr. Marshall reviewed general 
business conditions, pointing out 
that both general consumer income 
and farm income is improved—from 
6 to 20 per cent better than a year 
ago. He also emphasized the oppor- 
tunity for a large volume of business 
in auto supplies for hardware deal- 
ers. “Forty per cent of the autos,” 
he said, “are owned by people earn- 
ing $20 a week or less. This means 
that they can’t afford to go to the 
garage for any work they can do 
themselves. There is a big market 
for the purchase of such tools and 
supplies in stores. This is the back- 
bone of the auto chain stores’ busi- 
ness. It is business that most right- 
fully belongs to the independent 
local hardware store. And there are 
opportunities in tools, toys, paint, 
floor coverings and other major ap- 
pliances. In a town of 1000 popula- 
tion there is an average potential of 
about $100,000 worth of business 
for a properly set up hardware store 
or stores. This divides about as fol- 
lows: auto supplies, $22,000; major 
appliances, $20,000; general hard- 
ware lines, $58,000.” 

Continuing his talk, Mr. Marshall 
also remarked, “Consumers want 
service and are willing to pay for 
store service and that just about 
busts the price and mail-order bug- 
aboos. But remember low price and 
price range are not the same thing 
. . . keep loss leaders and bargain 
sales down to 5 to 10 per cent of 
your volume.” He finished with the 
statement that advertising and labor 
costs go hand in hand—the more 
for advertising the lower the labor 
cost. 





SETH MARSHALL, 
president, Marshall-Wells Co., 
Duluth, Minn. 


Walter Clark, manager, Western 
Paint & Varnish Co., Duluth, Minn., 
followed with a talk on paint in 
which he stressed the importance of 
“proper stock to serve your cus- 
tomers and advertising to pull them 
in your store.” 

After supper at the hotel, Alan A. 
Green, Seattle, Revere Copper & 
Brass, Inc., spoke on the new Revere 
copper-stainless steel ware and B. B. 
Turner, Globe-American Corp., Ko- 
komo, Ind., spoke on Dutch Oven 
cookery and the Dutch Oven range. 
“Stoves and heaters are a ‘must’ 
item,” said Mr. Turner, “and there 
is an immense volume of replace- 
ment as well as new business going 
on all the time of which you should 
get your share.” 

The first speaker of the following 
day’s session was Frank Dietz, Seat- 
tle representative, Columbia Steel 
Co., subsidiary of the United States 
Steel Corp. He stated that while 
nails, tacks, barb wire, clothes line 
and such are small items, they are 
big in the aggregate and that nails 
especially are great traffic builders. 
Harry Hall of the Marshall-Wells’ 
staff discussed tools. “Tool business 
is competitive,” said Mr. Hall, “but 
the competition is not all as to price. 
Customers are willing to pay a little 
more for selection, immediate deliv- 
ery and service.” 

Al Martinson, Portland, represen- 
tative of E. C. Atkins & Co., demon- 
strated new numbers in his line of 
saws. Robert E. Newman, repre- 
senting The Coleman Lamp & Stove 
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Co., told of the growth of the Cole- 
man business and especially of its 
oil heater business. G. L. Eden of 
the house staff demonstrated the 
new Zenith line of refrigerators. 

After luncheon M. R. Twiss, vice- 
president of the Zenith Machine Co., 
Duluth, demonstrated the 1940 line 
of Zenith washing machines. “It is 
almost as bad,” he said, “at least in 
selling washing machines, to start 
at the low end of the line and step 
up the customer as it would be to 
start at the top. Start in the middle 
of the line and be guided by your 
customer’s reactions.” 

James Orr, representing the Pio- 
neer Flintkote Corp., said that roof- 
ing is another “must” item with a 
greater potential business to be had. 
both new and replacement, than 
most dealers realize. Herman Kuhl- 
man, representing the Remington 
Arms Co., demonstrated the line of 
Remington cutlery and several new 
gun models. He advocated building 
gun sales by the trade-in route. “Ad- 
vertising you will take in old guns 
as part payment on new,” he said, 
“will bring in customers for new 
guns and enable you to sell the old 
gun, reconditioned if necessary, to 
a man that can’t afford a better 
one.” 

He was followed by Walter 
Powell, representing the Peters Car- 
tridge Co., who spoke on ammuni- 
tion, new crimp shot gun shells and 
belted bullets, the latter for big 
game hunting. R. E. Newman, The 
Coleman Lamp & Stove Co., Wich- 
ita, came back for a second short 
talk on camp stoves, lanterns, etc. 
Roy Hollabaugh, representing the 


Red Jacket Mfg. Co., demonstrated 
the Red Jacket line of water sys 
tems and air conditioners, which 
concluded the afternoon session. 

The banquet was held in the eve 
ning. Mr. Marshall talked briefly 
and entertainingly. There was danc 
ing from 9 to 11, followed by a floor 
show. 

At the last day’s morning session, 
G. L. Eden discussed Zenith tires, 
“Auto-King” oil, batteries, etc., and 
C. A. Rich of the Coleman Lamp & 
Stove Co. staged an oil heater dem 
onstration. R. L. Northrup of the 
house staff talked on builders’ hard- 
ware and T. R. Felts, representing 
The Yale & Towne Mfg. Co., Stam- 
ford, Conn., spoke on Yale locks. 
He said a lot of merchants feel build- 
ers’ hardware is “not so much,” but 
“in the case of new construction or 
alterations, catering to the initial 
order brings you new or renewed 
contacts leading to business all 
through your store.” 

J. R. Ferguson told of the new 
finance plans of the C.I.T. Corp. for 
1940. Walter Clark told of the paint 
profit-sharing plan for retail sales 
men for 1940. 

The afternoon and final session 
was begun with a talk by C. A. 
Boiteau, representing Bird & Son, 
on floor coverings. R. P. Haskin, 
representing Servel, Inc., followed 
with a talk on “Servel-Electrolux,” 
a kerosene refrigerator, which was 
embellished with a talking movie 
showing plant operations at Evans- 
ville, Ind. Earl Clark of the house 
staff closed with highlights in the 
housewares department. 


Marshall-Wells Presents 1940 
Lines at Portland Congress 


Moone than 400 deal- 


ers from Oregon, Washington, Cali- 
fornia, and Idaho met Feb. 12 to 14 
for the 11th annual Associate Store 
Congress of the Portland, Ore., office 
of the Marshall-Wells Co. High- 
lights of the program were. the in- 
troductory address by Murl Pettit, 
Associate dealer, J. A. Lamb & Co., 
Coquille, Ore., and a member of the 
Associate advisory board. Also out- 
standing was the address of Seth 
Marshall, president of the Marshall- 
Wells Co., with home office in Du- 
luth, Minn. Mr. Marshall sounded 
the keynote of the convention, en- 


titled, “It Shall Be Done,” which 
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called for a united effort on the part 
of dealer and jobber alike in meet 
ing the program set for 1940. 

James Feir, vice-president and 
manager of the Portland branch, 
welcomed the visitors and appealed 
for greater unity of endeavor to 
bring the retailer to the front in be 
coming the trading center of the 
locality. “Unite to Fight” was the 
subject of his address and pointed 
the way to greatest recults in the 
merchandising field by the modern 
ized version of dealer-jobber affilia 
tion. 

W. E. Hartwell, chairman of the 
Congress and sales manager of Mar 











RATCHET SCREW DRIVERS 


Popular Priced Line 
To Retail at 10 to 25 Cents 


| Meet the big demand for 
Popular Priced Ratchet Screw 

Drivers to retail at 10 to 25 

cents. We specialize in them 
—make 7 fast selling models 
including Fountain Pen style. 
Model 75 shown is a fast-sell- 
a ing 25 cent sales leader—has 
3 in. hardened and tempered 
tool steel blade, black pear- 
shaped hardwood handle and 
nickel-plated brass ferrule. 1 
doz. in box. 








Our popular selling Household 
Tool line includes: Hack and 
Coping Saws, Hand Drills, 2 in 
1 Hammer Tool and Screw 
Driver Combination, Pocket 
Screw Driver Sets and Carded 
Screw Drivers. Send for Folder 


No. 75. and Prices on Complete Line. 


UTILITY HARDWARE CORP. 


315-323 Berry St., Brooklyn, N. Y. 




















AT Your services 


’ 
Tue “Who Makes It” 
Editor will be glad to 
help you in your search 
for the name of the man- 
ufacturer of that product 
you are interested in. 


if you do not find it or 
its trade name listed in 
the current Directory 
Number, in all probabil- 
ity it has been incorpo- 
rated in the om list- 
ings that are being pre- 
pared for the next issue 
of the Directory Number. 
Many such changes are 
being made daily and the 
listings brought up to 
date. 


If your current Direc- 
tory does not give you 
the information you seek. 
write the “Who Makes 
It” Editor. He’s at your 
service! 
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SWING TO PROFITS 


WITH 


6 Pitthe Gia by’ 


Your profits will swing to a new 
high with “Little Giant” Screw Ex- 
tractors. They’re the fastest selling 
line on the market. And, what’s 
more important to you, there’s a 
larger margin of profit on every 
sale. 


“Little Giant” Screw Extractors are 
rugged, reliable and long-lived, and 
the tool-buying public knows them 
for what they are. Almost everyone 
who uses tools is a prospect for sets 
or individual extractors. 


Take advantage of this valuable item. 
Order from your jobber today. 


GREENFIELD TAP & DIE CORP. 
Greenfield, Mass. 
Detroit Office: 2102 West Fort St. 


Warehouses in New York, Chicago, Los Angeles 
and San Francisco 


In Canada: Greenfield Tap & Die Corp. of 
Canada, Ltd., Galt, Ont. 


GREENFIELD 
LN 
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Part of the assembly of 400 Associate dealers who attended the Marshall- 
Wells Annual Congress at its Portland, Ore., office. 


shall-Wells Co., Portland,  intro- 
duced the speakers and directed the 
activities of the meeting. H. L. 
George, manager of housewares, tool 
and builders’ departments, presented 
the new showings of these depart- 
ments, which were in reality a mini- 
ature replica of the spring house- 
wares shows in Chicago, Pittsburgh, 
and the pottery manufacturers of 
the East. 

Walter Clark, manager, Western 
Paint & Varnish Co., Duluth, Minn., 
outlined the company’s paint pro- 
gram for 1940 with an interesting 
discourse on “How the Paint Industry 
Meets Modern Demands.” Mr. Clark 
was assisted by Don Gray, paint de- 
partment manager, and _ Austin 
Eng, factory representative. Howard 
Dowe, manager cutlery and sporting 
goods department, presented an 
elaborated display of new lines in 
these departments, and J. H. New- 
ton, manager, plumbing and elec- 
trical departments, also had many 
new items to offer for the interest of 
the assemblage. 

Dudley Starr, manager of the auto 
goods department, had a new sales 
policy and outlined the possibilities 
for added profits from a properly 
operated auto department in the 
hardware store. Mel Twiss, man- 
ager, Zenith Machine Co., Duluth, 
Minn., presented the new line of 
Zenith washers. Several new models 
have been created and were enthu- 
siastically received by the assem- 
blage. Monty Ward presented the 
1940 lines of radios, refrigerators 
and heaters. 


The 1940 Program 


One of the most unusual parts of 
the program was the presentation of 
the 1940 Associate program by War- 
ren Hartwell. An atmosphere of 
realism was effected by presenting 
an actual meeting of the combined 
advisory and planning boards in 
ordinary session. 

These boards are composed of: 
Planning—Lee Duncan, Haines 
Commercial, Haines, Ore.; Jim Ruel, 





Ruel & Vedder, Forks, Wash.; Frank 
Hollen, Hollen & Sons, Condon, 
Ore.; Al Hill, Hill’s Hdwe., St. 
Helens, Ore., and Elmer Anderson, 
E. J. Anderson Co., Snoqualmie, 
Wash.; Advisory—Jake Lentz, Lentz 
Hdwe., Yakima, Wash.; C. E. Mce- 
Call, Marshall-McCall, Vancouver, 
Wash; E. L. Starr, Starr Hdwe., 
Silverton, Ore.; Harry Fisher, Fisher 
Bros., Enumclaw, Wash.; Ed Stearns, 
Stearns & Chenoweth, Oakland, 
Ore.; F. C. Cearns, Heath & Cearns, 
South Bend, Wash.; Murl Pettit, 
J. A. Lamb Co., Coquille, Ore.; 
W. B. Dingle, Dayton Hdwe. & 
Impl., Dayton, Wash.; A. L. Wold, 
Issaquah, Wash., and A. W. Metz- 
ger, Gresham, Ore. 

Dealers who spoke at the con- 
clave were Harry Prichard, who dis- 
cussed “Motor Oil and Its Place in 
the Hardware Stock”; Harry Fisher, 
who closed the Congress with an 
address on the name of the Asso- 
ciate dealers and expressed appre- 
ciation of the value of the Annual 
Congress to the independent dealer. 
The Congress was fittingly termi- 
nated by a banquet and ball for 
more than 650 persons at the Port- 
land Hotel. 

During the week of Feb. 19, the 
meeting was again opened for the 
retail salesmen of the dealers who 
had attended the previous week. 
More than 100 visitors received in- 
structions on retail selling, store dis- 
play and decoration, merchandising 
and suggestive selling. 





Rural Congress 


Fremont, Neb., merchants stage 
an annual Mid-Western Pump 
Irrigation Congress and Small 
Grains Show which attracts thou- 
sands of people from rural areas 
to the city to listen to the fine agri- 
cultural talks, to view the exhibits 
and to shop in the city. A com- 
mittee checking the event, found 
that people from 25 Nebraska 
counties attended. 
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ON THE JUME 
penne Here’s a sturdy, well designed, 
Mc. dependable sump pump that 
si does a real job of keeping base- 
A ments water and flood free. 
we., Entirely automatic, complete, 
sher ready for installation in old or 
rns. new buildings, it offers dealers 
al another opportunity for addi- 
’ tional profitable sales during 
8, seasonable periods when sud- 
ttit, den or continuous rains, er 
re.; rapidly melting snows, necessi- 
& tate ample protective measures 
old against flooded basements in 
or homes and other places. 
Spring months are always big 
on- sump pump months and Myers 
lis. Sump Pumps will be_ profit 
% makers for Myers dealers dur- 
3 ing the months just ahead. Now 
ier, is the time to order. We are - 
an prepared to make prompt ship- Wit Union Hardware Rods 
= a Se a eee | and Reels you can meet customers’ needs for completely 
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ual THEF.E.MYERS & BRO.co. | reliable tackle at prices they can—and will—pay, and at 
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Uy owes is still time—and ge g 
Y Union Hardware. 
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p Uy logs which describe and illustrate a full line of reels and 
Hl rods, both steel and bamboo, for every type of fishing. 
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Leading hardware dealers 
are sold on and sell the 
Bassick line because it has 
been for years, and still is, the leading 
brand. It means casters with a guar- 
antee of satisfactory service—it is a 
builder of good will and profit for the 
dealer. 


Write for new catalog 


THE BASSICK COMPANY 


Connecticut 


Bridgeport 








Mis MURPHY, part- 
ner in the retail hardware firm of 
Murphy & Kelcey, is picking his 
way cautiously down the street. 
It’s about 9 o'clock in the eve- 
ning and the street is pitch dark. 
He turns a corner and bumps vio- 
lently into another pedestrian who 
is coming from the opposite di- 
rection. Starting to growl at him, 
he suddenly recognizes him as 
Fred Kelcey, his partner. 
MURPHY: Hello, Fred! What 
are you doing so far from home 
on a dark night like this? 
KELCEY: I’ve just been out to 


Tie Jackson & Toland factory. 


Wanted to see how this ice storm 
hit them. It sure raised the 
dickens in this town, didn’t it? 
Happened three days ago and the 
city lighting system is still out of 
commission. 

MURPHY: It sure did tear this 
town apart. But what were you 
doing out at the factory? 

KELCEY: Well, I'd been read- 
ing an article in the latest issue 
of Harpware AcE about there be- 
ing hardware profits in industrial 
lighting. Got to thinking about 
it and thought I’d take a run out 
to the plant to see if we could 
supply them with any lamps. 

MURPHY: Good for you, 
Fred. Glad to see you have the 
firm’s interests at heart. But you 
sure picked a mean night for 
your selling. Have any luck? 


KELCEY: Not this time, but I 








will have. Say, John, that article 
gave me some mighty good ideas. 
We’ve been missing a good bet in 
this town. We haven't called on 
a factory in the place. And ac- 
cording to that article there’s good 
business to be had from your 
home town factories. There’s been 
a good many developments in the 
lighting field in a comparatively 
short time and every one of ’em 
means hardware profits. The same 
issue had another nice lead for 
hardware dealers. 
MURPHY: What was it? 
KELCEY: That new FHA pro- 
gram. It appeals to potential 
home buyers who are in the field 
for homes that will cost them 
$25.00: a month or less. It means 
a lot of small new homes and that 
means builders’ hardware, sup- 
plies of all kinds—and profits. 
MURPHY: That’s the sort of 
thing I like to see in a business 
paper. Leads that mean more 
business for the fellows that read 
it. And that’s something we al- 
ways can count on in HARDWARE 
Ace. What else was there in it? 
KELCEY: Well, for example, 
there were two mighty good 
stories on selling major appli- 
ances. One about the Clark-Dar- 
land Hardware Co. of Tulsa, 
Okla., and another on the Quinn 
Hardware & Refrigeration Co. of 
Braddock, Pa. You'll find some 
mighty good selling points in each 
of those articles. Each firm hits 
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the problem from a different angle 
but each one of ’em gets corking 
good results. There’s a lot of meat 
in those two stories and it’s some- 
thing we could use in our own 
major appliance department. 

MURPHY: Keep right on talk- 
ing, Fred. 

KELCEY: Then there’s another 
story on the Turek Hardware of 
Berwyn, Ill. Tells how they sell 
paints. Use the telephone a lot 
and they also have a paint mixer 
on the job. When they sell paint 
the customer is satisfied. And he 
stays satisfied. 

MURPHY: Say, is there any- 
thing more about what the manu- 
facturers are doing for National 
Hardware Open House? 

KELCEY: I'l tell the world 
there is! A complete line-up, right 
up-to-date on what’s going on and 
what’s going to be done. Read that 
section and you'll know just what 
to do before April 25 rolls 
around. And that reminds me. 
We'll have to dress up the store 
a bit for Open House. Give it a 
bit of a festive appearance and 
make the people stop, look and 
buy. 

MURPHY: Yes, we can’t waste 
any time now. Time’s getting 
short between now and April 25. 

KELCEY: Before I forget it, 
John, there was another of those 
pages On unusual display ideas. 
You know, the ones you’re always 
so interested in reading. 

MURPHY: Glad to hear it. I 
can always get the germ of a dis- 
play idea from those pages. Well, 
Fred, here’s where I leave you. 
Bring that copy of HARDWARE 
AcE down to the store tomorrow. 
I want to read it. Good night! 

The partners separate and dis- 
appear in the gloom. 


—G.M.S. 


Pay to Park 


To help solve the parking prob- 
lems, Osage, lowa, merchants offer 
five $1.00 bills each week as prizes 
to drivers who park off the main 
street. A committee walks about 
and selects five cars at random. 
Naturally there is a rush by car 
owners to park on side streets. List 
of prize winners is prominently 
displayed, thus giving civic virtue 
its own reward, as well as a dollar 
each. 
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HERE’S YOUR NO-LOSS LEADER 
FOR HARDWARE’S OPEN HOUSE 


THE AMAZING NEW 


DAZEY De Luxe 
CAN OPENER 


If you want to reap the 
biggest possible profit 
and the most permanent 
good from NATIONAL 
HARDWARE OPEN 
HOUSE give special pref- 














GUARANTEED ' 
5 YEARS a 


ihe, erence in displaying and 

. advertising the kind of 

IT SWINGS! ’ specialties everyone 
knows about and wants. 







That, of course, means ex- 
tra special prominence for 
Made Under the Exclusive DAZEY KITCHEN 
Dazey Patents HELPS as no other hard- 
ware line is so widely known and universally 
wanted. Leading that line is the NEW DAZEY 


i DE LUXE CAN OPENER—a phenomenal value 
; ie because it still sells at the old price although 
XN tremendously improved. So be prepared; check 


SQ o your Dazey stocks now and—ORDER FROM 
Sema e nner” YOUR JORBER TODAY. 
'NGs TO EITHER side DAZEY CHURN & MANUFACTURING COMPANY 


OUT OF WAY Dept. C-15, Warne & Carter Aves., St. Louis, Mo. 


SMIAMI barren | 


Mirrors and Accessories 


Beautiful Models 
Build Business. . ie 


Increasing demands for beauti- 









ful bathrooms have opened new 
sources of profit for hardware 
merchants. Each new bathroom 
installation or modernization job 
is an opportunity for you to make 


ae sell Miami Bath- Illustrated above 
Miami Cabinet No. 
1100 with Tubular 
. . Light Brackets No. 2. 
With over 140 models—a cabinet Comaiedle pete ge 


oan factory. 
for every purse and purpose No. 1616 at right is 


an ideal man’s mod- I 
} 
‘ 


room Cabinets and Accessories. 





you can meet the requirements 
el. Storage space 


of every job. Nationally adver- _ behind the door . . . 

° r open shelf for easy 

tised. Write Dept. HA for catalog. access to shaving and —— 
toilet articles. 














MIAMI CABINET DIVISION The Philip Carey Company MIDDLETOWN, OHIO 


POULTRY NETTING * 





4 FABRICS IN | 


NOW—a new U. S Poultry Netting 
chat provides poultry-proof protection 
at lowest cost. Combines FOUR fab- 
rics in ONE. Chick-tight at bottom; 
poultry-tight all the way up. Six lower 
spaces only 5/8-inch; next six spaces, 
l-inch; next six spaces, | 3/4-inches; 
remainder, 2-inches. 


Made with straight, parallel line 
wires joined by famous lock-twist. Rolls 
out flat, cuts easily and without waste, 
stretches perfectly, requires no top- 
rail or baseboard. Ideal for building 
poultry runs. Copper-bearing steel 
wire. Galvanized before or after weav- 
ing. Standard widths: 24, 36, 48, 60 
and 72 inches. 


Produced by the makers of U.S. STRAITLOK, 
the original straight-line poultry netting, and 
U. S. HEXLOK, the improved hexagon netting. 
Ask your jobber or write direct! 


INDIANA 
STCCL & WIRE CO. 











Vitamin B, for Plants—a Sales Opportunity 


(Continued from page 47) 


be watered with the solution only 
once each week; house plants twice 
each month. 

When applied to lawns, Vitamin 
B, will encourage growth of a 
deeper root system, which in turn 
will produce more healthy leaf 
grass. In nature this process is 
reversed. Since lawns are so close- 
ly clipped the function of the 
chlorophyll is impaired, root 
growths are stunted and conse- 
quently droughts will have serious 
affects on lawns. With the use of 
Vitamin B,, these adverse condi- 
tions can be remedied through 
weekly applications of the vitamin 
applied through a hose or sprin- 
kler. 

One manufacturer has simplified 
the problem of hose applications 
to lawns and shrubbery by putting 
on the market a kit consisting of a 
special syphon and sufficient bot- 
tled Vitamin B, to make 800 gal- 
lons of the solution. This kit re- 
tails for $2.25, the syphon alone 


retailing for $1.25. In addition the 
prepared Vitamin B, solution is 
so proportioned that the cap of the 
bottle is also the measuring device. 

The syphon, of solid brass and 
having no moving parts, is at- 
tached to the water faucet or any- 
where between the hose and noz- 
zle in the hose line. The garden 
hose is then attached. A rubber tube 
runs from the syphon into the pail, 
containing the solution. As the 
water flows through, it creates a 
suction which in turn draws the 
mixture out of the pail and en- 
ables even distribution of the Vita- 
min B, solution. 

Thus, since Vitamin B, is so 
easy to prepare and to use, and 
since its results are often so star- 
tling, it is a likely candidate for 
“best seller” in your garden de- 
partment. As the story of this 
modern plant miracle gains greater 
circulation hardware dealers will 
find in Vitamin B, an amazing new 
sales opportunity. 











Congoleum-Nairn, Inc., Kearney, N. J., has launched a nation-wide 
Spring promotion campaign on the newest of its inlaid linoleums, Nairn 
“Treadlite,” De Luxe and Service. The campaign is designed to acquaint 
consumers with the features of this linoleum and includes special news- 
paper advertising, window and floor displays, mats for dealer’s advertis- 
ing, and a special advertising and promotional allowance. Nairn “Tread- 
lite” is said to have a water-proof, rot-proof felt backing; a plastic 
rubber cushion, and a factory-applied adhesive. 
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REEVES COPPER ALLOY GALVANIZED WARE 





REEVES line includes Heavy and Extra Heavy 
Wash Tubs (Round and Square), Water Pails, 
Stock Pails, Cement Pails, Fire Pails, Sap Pails, 
Metal Baskets, Dry Measures, Garbage and Ash 
Cans (Sizes 1!/, to 31 Gallons), Coal Hods, Self- 


GARBAGE PAIL Drain Laundry Units, etc. 


ith 
sateen Lock "For HIGH QUALITY Products 
Cover look for the REEVES label" 





ORDER FROM YOUR JOBBER—ACCEPT NO SUBSTITUTE 


MADE BY 


REEVES STEEL AND MANUFACTURING CO. 
DOVER, OHIO 
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and Makes Satisfied Customers 


Its modern, streamlined appearance . . . its obvious mechani- 

cal simplicity . . . its light, yet rugged construction, all 18 INCH 
combine to make this mower easy to sell. / 16) 
And just as important: its light weight and easy handling / ps: Az 
its long and trouble-free service help to make a satisfied cus- ; 

tomer for you. / 1 ise 


THE IMPROVED 1940 


TORO HOMELAWN 


Since the first Homelawn was built there have never been 

any ‘‘bugs” to remove. However, like any good product 

it could be improved, so the following changes have been 

made for 1940— 

1. New style tubular metal handle with rubber hand grips. 

2. Hand throttie control in addition to automatic governor 
on motor. 

3. Pressed steel motor support base. 

4. Each mower will have a neat descriptive colored display 
tag for you to attach to your floor samples. 

5. Large size display posters available on your request. 


she) Lome VAN. Uy N@e) i] [Cm e@e) ite) 7 wale), | 


MINNEAPOLIS MINNESOTA 


Also available in « 
21 inch model at 


$98.50 


Write Today for 
Further Information. 
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New and Improved Merchandise—Dis play Helps—Sales Literature— 


Combination Range 

This “Summer-Winter” range is a 
balanced-type cooking appliance, de- 
signed to burn either gas, coal or wood. 
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Either gas or solid fuel may be used 
without making any changes in either 
the oven or surface burners. Oven gas 
burner is located under a loose, por- 
celain enameled cast-iron oven bottom, 
always ready for ignition. Maker states 
greatest appeal of range is expected 
where it is desirable to have a cooking 
stove that heats the kitchen in winter, 
gives heat and a cool kitchen in sum- 
mer and burns refuse and trash. Oven 
is porcelain enameled with all parts 
removable for cleaning. Range has in- 
sulated flues; heavy, four-lid coal cook- 
ing top; large, heavy coal or wood fire- 
box, and is of heavy steel construction. 
Has “Simmer-Save,” cooking top, gas 
burners with automatic lighter. Allen 
Mfg. Co., Nashville, Tenn. 


Hobbycraft Plastic 


“Plastico Rok” is a colored patching 
and hobbycraft plastic sold in 15 and 
25-cent tubes and 1 Ib. and 6-lb cans. 
It is a plastic substance made in 10 
clear colors, including the popular wood 


92 


shades. Requiring no thinner, it issues 
from the tube in a workable paste that 
is said to dry as hard as a rock quickly. 
When dry it may be sanded, varnished 
or shellaced. Tubes are boxed in as- 
sorted 15 and 25-cent sizes. With each 
box a three-color display card is fur- 
nished which sets in the box and makes 
it a self-contained display and sales 
unit. Reverse side of card contains sales 
information for the dealer. Technical 
Supply Co., Palo Alto, Cal. 


“Eureka” Revolver 


In appearance is similar to the 
“Ultra” revolver, but carries only six 
shots. Has entirely new action in 
which the trigger fulcrum is less than 
one-half the length ordinarily used to 
make the action easier to operate .in 
cocking and in turning the cylinder. 
Ratchet lever is double-pointed and 
comes in straight contact with the 
ratchet to add to ease of operation. 
Spring plunger at base of hammer keeps 
the ratchet lever in constant contact 





with ratchet to eliminate breakage of 
ratchet spring. Trigger stop is incor- 
porated in trigger guard to eliminate 
unnecessary travel of the trigger. New 
cylinder latch is said to prevent possi- 
bility of cylinder unlatching while the 
revolver is open. New rear sight, set 
on a level to prevent glare or shadow, 
is attached by large-headed screws, said 
to be more easily operated than small 
screws used on company’s other models. 
Harrington & Richardson Arms Co., 
Worcester, Mass. 





Carpet Sweeper Display 

The floor display stand effectively 
shows five models of “Komb-Kleaned” 
sweepers and also features sectional 





views of the construction features. Dis- 
play stand is available to Wagner deal- 
ers. E. R. Wagner Mfg. Co., Milwaukee, 
Wis. 


Porcelain Enameled 
Roofing and Siding 


Porcelain Steels, Inc., Cedar Ave. and 
Ashland Rd., Cleveland, Ohio, has is- 
sued a circular on “Por-Ce-Lok,” the 
original patented interlocking design 
of roofing and siding sheet, coated on 
all surfaces with special poreclain 
enamels. This sheeting is water-tight 
with all holes and attachments to the 
structure concealed. Available from 
stock in royal blue, maroon, forest 
green and fall brown. Other solid col- 
ors except the metallics can be pro- 
duced on special order at a slight extra 
cost. 
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for Retail Hardware Stores 


Fan Display Stand 


To display the “Challenger” line of 
ventilating fans, Signal Electric Mfg. 
Co., Menominee, Mich., offers a free, 


f 
j 





attractive display stand with each ini- 
tial order for one each of the 10 in., 
12 in., and 16-in. “Challenger” fans 
shown on the stand. This stand is 60°%4 
in. high and 21% in. wide at the base, 
and occupies a floor space of 22% in. 
by 21% in. The stand is of wood con- 
struction, with an easel back, and fin- 
ished in red lacquer. 


Gardex Seeder 


No. 270 can be applied to average 
home garden. Sows seeds evenly, 
quickly and accurately. After filling, 
the seeder must be adjusted for proper 
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Window Trims—New Packages—New Colors—Catalogs 


openings, according to size of seeds to 
be sown. Adjustment is made by turn- 
ing two disks against each other. Gar- 
dex, Inc., Michigan City, Ind. 


Light Bevel Safety Stamps 


These light bevel stamps are said not 
only to prevent accidents due to mush- 
rooming and spalling, but also due to 
the new alloy steel used, it is possible 
to have a stamp with the strength of 
ordinary heavy bevel stamps while at 
the same time 35 per cent lighter. 





Maker also states lightness makes the 
light bevel safety stamp easier to han- 
dle, and in stamping finished surfaces 
insures a greater degree of accuracy. 
M. E. Cunningham Co., 115-117 E. Car- 
son St., Pittsburgh, Pa. 


Continental Screw Catalog 


The 1940 edition has many new fea- 
tures, additional technical data, tables, 
charts and illustrations. A new “Holtite- 
Phillips” recessed head screw section 
ha; been added together with a com- 
plete sheet metal screw section. An- 
other section describes and illustrates 
the “Holtite” lock washer assembly 
screws (pre-assembled lock washers and 
screws) and the newest Continental 
fastening innovation — “Holtite Lock- 
Tite” screws. Catalog has an exclusive 
quick-referencc index feature. Conti- 
nental Screw Co., New Bedford, Mass. 









Low-Priced Sprinkler 
“Dew-Mist”—produces a fine atom- 

ized spray without use of any moving 

parts. Covers areas up to 60 sq. ft., or 





a low, light mist can be produced suit- 
able for use on narrow strips, by ad- 
justing the water valve at the sill 

lowering the water pressure. Sprinkler 
is of heavy gage steel, parts heavily 
plated. Has die-cast metal hose connec- 
tions. Base is finished in green, crackle- 
baked enamel. Display card and news- 
paper mats furnished. Great Lakes 
Stamping & Mfg. Co., Toledo, Ohio. 


Emerson Fans 

The Emerson Electric Mfg. Co., St. 
Louis, Mo., offers the “Emerson-Electric 
Golden Jubilee Fans for 1940,” a color- 
ful catalog featuring for its 50th anni- 
versary. In addition, a complete new 
line of popular-priced Emerson Junior 
desk fans and an array of newly styled 
“Parker-Blade” and _ overlapping-blade 
desk fans are inrtoduced. This catalog 
lists nearly a hundred types including 
desk and stand fans, air circulators, 
ceiling fans, exhaust and _ ventilating 
fans. Illustrations, descriptions, detail 
construction features, performance and 
list prices are given for all models. 

A copy of this catalog (No. X-3649) 
will be mailed to those requesting it on 
their company stationery. 
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IF HE CAN USE 
A HAMMER 
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TACK-POINT 
CORRUGATED FASTENERS 


That’s why Acme Tack-Point Corrugated 
Fasteners are a fast selling item. They're 
used by so many people—homeowners, car- 
penters, cabinet makers — nearly everyone 
who works with wood! Just put the attrac- 
tive, convenient, 10¢ package on your 
counter and watch it go to work for you. 
You'll get a lot of extra sales—and repeat 
purchases, too. 

Acme Tack-Point Corrugated Fasteners 
make stronger joints. Available in two 
types, parallel and divergent, they can be 
used for repairing furniture, making 
screens, cabinets and other wooden articles. 


If your jobber can’t supply you, 
write us direct. 





PACKAGED IN THREE POPULAR SIZES 


Fifty fasteners of one size to a box—% x 4, % x 
5, or %& «x The display cartens contain 12 
boxes. For larger requirements: standard cartons 
of 250, 500 and 1,000 fasteners; boxes of 100 
fasteners, 10 boxes to a carton; and in 100 Ib. kegs. 


ACME STEEL COMPANY 


General Offices: 2838 Archer Avenue, Chicage, IIL 
Branches and Sales Offices in Principal Cities 


MAIL THE COUPON 
FOR FREE SAMPLE BOX |\yw 








Acme Steel Company 
2838 Archer Ave., Chicago, Ill. 


Send me, without charge, a sample box of 
Acme Tack-Point Corrugated Fasteners. 


Goan 0060s6enes.ceceesas State 

















Improved Dandelion Puller 


“One-Punch”—said to cut and then 
lift weeds. Gripper opens automatically 
as tool is jabbed through the plant 
root and closes on weed as blade is 








withdrawn. Weed is released as blade is 
inserted into next plant. Also, pull on 
shaft drops the weed into a_ basket. 
Handle is 44% in. long. Has no trig- 
gers to pull, thumb nor finger move- 
ments to move. Each tool is individually 
packed to protect sharp blade points. 
Retails for $1.00. Casey-Ball & Co., 
Albion, Neb. 


Floor Machine 


Streamlined in design and modern in 
finish and ‘color—baked crackle enamel 
in a putty gray. Designed for use in 
homes, offices, stores, etc. Two brushes 
permit use of the machine in corners 
and the polishing of floors right up to 
the walls. Equipped with %4hp. univer- 
sal motor and has rotary brush speed 
of 600 r.p.m. Standard equipment in- 
cludes one pair of combination brushes 





with a spread of 11 in. for waxing or 
scrubbing; one pair of Tampico polish- 
ing brushes and oue pair of felt buffing 
pads. Automatic waxing attachment, 
wire brushes for varnish or shellac re- 
moving, and sanding disks are extra 
equipment. Machine weighs 17 lb. Re- 
tails at $49.50. Regina Corp., Rahway, 
N. J. 


*“Tubar” Hand Truck 


This truck is constructed of tubular, 
high-carbon steel and is of improved 
design to add strength and reduce 
weight. Frame is one-piece without 
bolts and rivets and provides a smooth 
bed. Hands follow curve of the handle, 
without shifting position, in “breaking” 
the load to a pulling or pushing posi- 
tion. Finished in an aluminum rust- 
proof Bond-Baker coating. Trucks now 
come in three styles—the regular duty, 
the loop handle, and the swivel third 


wheel. Made in two sizes—5S0 in. over- 
all length, 22% in. in width, and 54 in. 
in length. Weight is approximately 42 
lb. Palode Engineering Co., Hippo- 
drome Bldg., Cleveland, Ohio. 


Stanley Tool Catalog 


A new catalog on the complete line 
of Stanley, Defiance and Stanley-Atha 
tools is now available for hardware deal- 
ers. The catalog is of a large size 84% 
in. by 10% in. and contains 254 pages 
in color. The first eight pages are de- 
voted to Stanley display units which 
have been proven by sales tests to be 
counter merchandisers with buy-appeal. 
Each classification of goods such as 
rules, planes, levels, screw drivers, etc., 
are in sections to facilitate location. All 
items are indexed both alphabetically 
and numerically. A departure from the 
format of other Stanley catalogs is the 
inclusion of the complete line of De- 
fiance tools for farm and home use. 
Stanley Tools, New Britain, Conn. 
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* ROLLFAST EXHIBIT 


] See our new 1940 
j BICYCLES - VELOCIPEDES - PLAYCYCLES 


5 4 ROOMS ‘ 
4 j ROLLFAST ROLLER SKATES 360 to 363 f 
- f * Again—Rollfast is out in front with new style and beauty 


D. P. HARRIS HOW. & MFG. COMPANY, INC., ROLLFAST BUILDING, NEW YORK, N. Y. | Br 


McALPIN 


April Ist to 20th 








Truly a Sensational Seller! 











Adjustable 
LOCKING WRENCH 


TO YOUR 
INCOME 


BY OFFERING A 
wurtarnlted 
‘CAWN MOWER 
SHARPENING 


JERVICE 


SUPER - PLIER 
ACTION 

















Gaining 
~ Locks on recognition by 


STAYS LOCKED 
with WANG one [leaps and bounds 















s al as the 
=== i] WORLD'S GREATEST 
THE IDEAL LAWNMOWER SHARPENER is positively the last werd in WEA ; HAND TOOL! 
lawnmower sharpening equipment. Fast and accurate, it replaces PORTABLE“TOOGLE PRESS Because it a = cLos 
the aid hand sharpening method and does a far better job. Hundreds Beet Veep fe ectely o| avons 


vise, clamp, super-pliers, open- 
end wrench, locking wrench, 
HEAVY FORMING. Twisting | pipe wrench, toggle-press—all in [yevee sups‘o 

BENDING. CRIMPING.ETC J one! Light, trim, handsome. LOST MOTION 














Powerful ‘‘Double-Lever Ac- 
tion’’ locks jaws down with a 
TON GRIP! Holds anything, any 
shape—Never Slips! 

Made of finest alloy steel. Nickel 
finish. Two sizes—10”, $1.95; 7” 
$1.65 list. Big dealer margin. 


UNIQUE DEMONSTRATOR 


insures lots of sales. FREE with 
first order of dozen or more Vise 
Grips. You will sell more Vise F 
Grips than any other tool. See you 

salesman or write to factory. 


PETERSEN MFG. CO. p,07%' 2%,,.L_ 











THE FATE ROOT HEATH CO 


702 BEL! ST © PLYMOUTH OHIO 






























We address and mail your sales promotion material to Hardware Jobbers and Hardware Retailers, 
whose names and addresses are right up to the minute in correctness. 


Consequently we lay the foundation for a successful Direct Mail Sales Promotion Campaign for you. 

Also we save you considerable sums for postage and promotion material by eliminating dead names, 
incorrect addresses and duplications. 

Likewise, your campaigns are assured 100% effectiveness by reaching verified hardware jobbers and 
hardware retailers—not a collection of unverified miscellaneous names. 









Write for details 
HARDWARE AGE DIRECT MAIL ADDRESSING DEPT., 239 West 39th Street, New York, N. Y. 


< 
* CATALOGS - BROADSIDES - CIRCULARS - LETTERS x 
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Year ’Round 
SALES 


CATAPHOTE 
Curb-Side 


REFLECTING 
HOUSE NUMBER 


Two Styles—to retail at 
$qo0o and $300 
. 


( NOMINAL INVESTMENT 
Economical Stock Upkeep 
Frame and Post of heavy, rust-resisting 
steel; finished in high-grade baked 
enamel. Not affected by atmospheric 
conditions or salt air. 

Large reflecting numerals of sharp silver 
with white border are visible at 300 feet 
and readable at 150 feet. They will 
hold their brightness indefinitely regard- 
less of weather conditions. Numerals 
are individual and easily changed. 
Wire anchor, at bottom of post, locks 
itself into the ground—making pilfering 


difficult. 
SEND FOR 
TRADE PRICES AND LITERATURE 


WESTERN CATAPHOTE CORP. 
TOLEDO, OHIO 





124" 


20” 





A popular buy-word 


Natienal 


HARDWARE 














HE score of years that these fine 

products of builders’ hardware 
have been offered to the trade have 
been marked by dependability in 
service always. 
It is little wonder that the endorse- 
ments of the many users of National 
Hardware have created the popular 
demand that exists today. Discrim- 
inating builders ask for these prod- 
ucts by their trade 
name and insist 
on the genuine. 


If you do not car- 
ry this hardware, 
you should write today 
for full particulars. 


National Manufacturing 
Company 
STERLING « - « ILLINOIS 

















3 | 














Pressure Sauce Pan 


“Presto” Cooker maker states saves 
75 per cent of time and fuel. Spinach 
and asparagus take only 1 min. to cook 
and broccoli, cauliflower and string 





beans take 2 min. Cheaper cuts of meat 
may also be cooked in a few minutes 
over a burner turned down to a pin 
point. Cooker cooks foods at 15 Ib. 
pressure but works like a sauce pan 
with a cover that fits on simply by plac- 
ing it on the top of the pan and turn- 
ing it slightly to lock. Has no bolts, 
hooks or locking mechanism. Pressure 
gage is a simple weight placed on top. 
Cooker is made of “Permalloy.” Since 
a minimum of water is used, food values 
are retained. Made in two sizes, 2 qt. 
to retail for $9.50 and 3 qi. to retail for 
$10.50. National Pressure Cooker Co., 
Eau Claire, Wis. 


Chime Control Mechanism 


“Controlatone”—to control the timing 
of the two-tube chimes. Standard two- 
note chimes sound the first note when 








push button is pressed and second note 
when button is released, the time inter- 
val between notes being dependent on 
how button is operated. However, the 
“Controlatone” unit sounds two sepa- 
rate distinct notes with a predetermined, 
musical, time interval regardless of how 
the push button is operated. This fea- 
ture is available on all “Vogue” model 
chimes and is available as a deluxe fea- 
ture on “President” model chimes at 
$11.50 list complete (double purpose 
type only). The A. E. Rittenhouse Co., 
Inc., Honeoye Falls, N. Y. 





Remington Dual Shaver 


This two-headed shaver, the maker 
claims, can shave as close as a blade 
in one-half the time. The theme, 





“shaves in 90 seconds” is backed by 
certifications by the U. S. Testing Co., 
which conducted a series of tests on the 
Remington Dual. It is packed in a tan 
cowhide grain case with copper trim. 
AC-DC. Retails for $15.75. General 
Shaver Division, Remington Rand, Inc., 
Bridgeport, Conn. 








Painting Outfit 

This single-diaphragm compressor re- 
tails for $19.95 less motor. Compressor 
delivers 2.2 cfm at 26 lb. working pres- 
sure to a new, specially designed Roche 


“J” gun. Gun handles all kinds of aver- 
age viscosity paints, enamels, lacquers, 
calcimines, varnishes, insecticides, etc. 
A piston-type compressor outfit retails 
for $27.95 less motor. Binks Mfg. Co., 
3114-40 Carroll Avenue, Chicago, II. 
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Rich Ladders are made 
with Safety-LadderCare 


“Safety - Science” in design and 
“Safety -Care” in manufacturing, 
make Rich Ladders the outstanding 
performers in the ladder field, out- 
standing values to cus- 
tomers and outstanding 
items of profit to the 
merchant. 


The complete line. of 
straight and extension 
ladders, step ladders; 
painters’ and paper- 
hangers’ scaffolding, 
trestles and accessories is 
correctly designed, care- 
fully built and priced to 
sell to the buyer who 
knows and wants quality. 











Send for details. 


THE RICH LADDER & MFG. CO. 


1008 Depot Street, Cincinnati, Ohio 














ecm The Year ’Round 


Its Many Uses Keep “Black Leaf 40” 
in Season Throughout the Year 


This year more than 4,000 magazines and newspapers 
are again carrying the story of “Black Leaf 40” to 
every corner of the country. The millions of users 
and potential users are again being reminded of the 
many “Black Leaf 40” uses that make it a year around 
good seller. 

By displaying “Black Leaf 40” constantly, you can be 
sure of getting your share of “Black Leaf 40” sales 
and profits. Check your stock today—be sure you 
have an ample assortment of sizes. If you need fresh 
display material, call your jobber or write us direct. 


TOBACCO BY-PRODUCTS & CHEMICAL CORP. 


INCORPORATED - LOUISVILLE, KENTUCKY 
SR NNER ES TTT 
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WARNER SALES PROMOTERS 


ALL STEEL WELDED SCRAPER and PUTTY KNIFE 


As strong as 
if formed from 
a single plece. 
Both blade 
and handle are 
of steel and 
- rs durably welded 
— : together, mak- 
ing a perfect 
tool for heavy work and long service; there is nothing to loosen up, split or 
break. The smoothly drawn handles are just right to fit the hand and are 
finished in attractive silver-green baked enamel. Scraper blade, 3 in. wide, 
retails 25¢; Putty Knife, 1% in., 19¢. 


FLOOR SCRAPERS WITH A REAL "BITE" 


Here’s a dandy, with 
handles that afford a 
full comfortable grip. 
The curved blade is 
double-edged so that 
when one edge - 
comes worn it can be 
reversed. It is also 











adjustable and as the blade wears it can be 
moved forward by merely loosening the screw 
holding the reinforcing plate. Made in 1 in., 
1% in., and 2% in. sizes. 


NEW WARNER PAINT MIXER 


The New Warner mixes paint in a jiffy and will 
give you many years of good service before re- 
quiring attention. Has roller bearings through- 
out, runs easily and smoothly and is practically 
noiseless. Works with a violent but well-balanced 
shaking motion which quickly and 
thoroughly mixes contents of can. 
Will take any size can from a half- 
pint to a gallon. Equipped 
with % H.P. motor, cord and 
plug. 









Silla 
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ACCURACY 
WARNED 


Ask for Descriptive 
Circular 








$4250 
WARNER MANUFACTURING CO., Minneapolis, Minn. 


VAUGHAN 
SUB-ZERO AXES 


Designed 


FOR CHOPPING 
AT TEMPERATURES 


TO ° 
5 0 BELOW 
ZERO 


Step up your axe sales-—with 
this remarkable Vaughan 
Sub-Zero Axe! It virtually 
sells itself to farmers and 
woodsmen because of its 
ability to “take it’ under 
severest conditions. It has 
a tougher yet thinner aill- 
tool steel blade that stays 
sharper electrically fused 
by Vaughan’s patented 
process to a tough steel head 
—double heat treated—dis- 
tinctive blue and silver 
striped finish-—-high grade 
white hickory handle—all at no additional 
cost. 

BIG 3-COLOR DISPLAY FREE for a 
limited time only with any axe order, single 
or double bit. A tested sales producer. Ask 
your jobber or write today for details. 


VAUGHAN & BUSHNELL MFG. CO. 
2114 Carroll Avenue 
CHICAGO, ILLINOIS 


































DIXONS ‘JUNIOR’ 
GRAPH-AIR GUN 


Dixon’s Junior Graph-Air Gun shoots Dixon's 
Microfyne Graphite to the seat of trouble. Just 
a squeeze does the trick. Kills friction, stops 
squeaks, removes rattles, banishes binding. Far 
better than oil in countless applications—cannot 
drip, gum, wash out, squeeze out or burn out— 
unaffected by heat, cold, acids or other solvents. 
Thousands use Dixon’s Graph-Air Guns at home, 
at work and at play. Nothing better for balky 
locks or firearms. Hundreds of uses for every auto. 
Graph-Air Guns come one on a display and direc- 
tion card. Here is a fast-moving, nationally adver- 
tised item that sells in good volume at a substan- 
tial profit. Get the data from your wholesaler or 
write us for booklet CG40. 


OTHER FAST-MOVING DIXON PRODUCTS. 


Eseess 


JOSEPH DIXON CRUCIBLE CO 


Jerscy City New Jersey 








bettor FLUE STOPPERS 


MEAN bigger SALES 


‘7. === 





And #3 Gems ‘are better— 


@ Because of outstanding appearance 
— attractive pictures lithographed 
on metal. 


@ Because picture is permanently 
locked to the blank. 


@ Because of the famous Gem folding 
wire fasteners—secured to the blank 
by sockets raised from the metal of 
the blank itself; no assembling oper- 
ations or loose parts involved. 


Ask your Wholesaler for #3 Gems, 
or write us for reference. 


). L. CLARK MANUFACTURING CO 


ROCKFORD ILLINOIS 








Meat Baster 


Hollis Co., Inc., 207 Market Street, 
Newark, N. J., announces the “Pro- 
tecto Meat Baster” to retail at 39 cents. 


“Protecto Meat Baster” takes up juices 
from under any shaped roast with one 
squeeze of the bulb. 





Asbestos Millboard Package 


The new, smooth, pin-point finish, 
Carey asbestos millboard is now priced 
by the sheet or square foot, eliminating 
the worry of weighing, allowing for 





variations in weight and figuring prices. 
The former 500-lb. crate has been re- 
placed by a new 100-lb. carton which 
is compact, easily handled, and com- 
pletely protects the contents. Uniform 
in size, the new carton can be readily 
stored and labeled for inventory pur- 
poses. The Philip Carey Co., Lockland, 
Cincinnati, Ohio. 





Telling Time in Seconds 


The Ingersoll-Waterbury Co., 9 Rock- 
efeller Plaza, New York, announces 
new Ingersoll pocket and wrist watches 
that tell time as clearly in seconds as 
in hours and minutes. Have full-sized 





red sweep second hands that sweep the 
dial and time the seconds. Ingersoll 
“Sweep Second” wrist watches retail at 
$3.95; “Sweep Second” pocket watches 
at $1.95. Price maintained in all Fair 
Trade states. 








All-Purpose Rack & Hook 


The Autoyre all-purpose rack (2619) 
and the all-purpose hook (2606) are 
now being presented individually 
mounted on cards. Some of the many 
uses to which these Autoyre bathroom 
and kitchen accessories may be adapted 
are illustrated on the attractive blue 
and white cards, which are designed to 
make these products practically self- 
selling. The three-arm all-purpose rack 
is featured as a neckstie rack, a rack 
for dishcloths, wash-cloths and towels, 
and as a convenient fixture for drying 
hosiery and other between times laun- 
dry. Both the all-purpose rack and the 
all-purpose hook are modern in design 
and finished in chrome over heavy 
nickel. The items in the Autoyre 2600 
line are made up to retail at about 25 
cents, the all-purpo-e hook at about 25 


cents a pair. The Autoyre Co., Oakville, 
Conn. 
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- CERO-MEATO- 


TESTED DOG FOOD 


“OPEN HOUSE” 
SPECIAL 


A SPECIAL you can sell at a good profit—and every 
sale you make means a new steady customer for Cero- 
Meato Dog Food. There is no better food for dogs. Con- 
tains Vitamins A, B, D, E and G. Nothing but the best 
ingredients used in making Cero-Meato. The “Open House” 
special consists of— 


2 DOZEN 3 Lb. CARTONS CERO-MEATO.RETAILS AT $7.20 
PLUS FREE GOODS 
Y2 DOZEN 3 Lb. CARTONS CERO-MEATO ‘“ 1.80 


WOUME RECA WALUE 2.2.66. c cise. $9.00 


PRICED TO GIVE YOU 
AN UNUSUAL WIDE MARE-UP! 


35 years’ use by many leading kennel owners for condition- 
ing show dogs proves the high quality of Cero-Meato. 


Place your order right now for at 
least one Cero-Meato “Open House” 
Special. Send your order to us and 
specify jobber through whom you 
wish the order billed. Don’t pass 
this up—order today. 


AS REPRESENTED 
ON CONTAINER 


1m COOPERATION Wits 


The Kennel Food Supply Co. 
Fairfield Conn. 

















EVEN EASIER 
NOW 10 sev 
cre oem RP rtm 


SURE-FLUX 


Acid & Rosin Core Solder 


Dealers—Get this new “helps- 
to-sell” display and watch 
your solder sales go up and up. 
Each dozen Household Cans is 
packed in this “easy-to-stock 

. easy-to-sell” counter dis- 
play carton. Your jobber can 
supply you. 







OUR GUARANTEE 


SURE-FLUX Acid and 
Rosin Core Solder is 
manufactured of 40% 
Virgin tin and 60% Vir- 


gin lead, according to 
A.S.T.M. Class A specifi- : 
cations. 
We have been making 7 
core solder exclusively ¥ 
for 15 years. a 


'/y Ib. 1 Ib. 5 Ib. 
Spool Spool Spool 


Also available in 10 Ib., 25 Ib., 
and 50 Ib. Spools. 











YOUR 





soRetk New York SolderCo.,Inc. 
menial 15 Crosby Street 
; New York, N Y. 
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Automatic ““ ONE-PUNCH ” 


DANDELION PULLER 
LIFTS the weed 











as it CUTS! 


INSERT 
- «cuts roof 
and opens claw 


RELEASE 


---closes claw 
and grips weed 


Pa =~ 
V/, 




















One Punch 
Does It All! 


Stand Erect... Use Only One Hand! 


Here’s the truly ‘‘perfect’’ Dandelion and Plantain Dig 
ger... so improved that folks discard their old one to 
buy the new ‘‘One-Punch’'! EVERYONE is a_ prospect! 
One swift, easy motion CUTS THE ROOT and LIFTS THE 
WEED! The weed is released as blade is inserted into next 
plant. Or, a pull on shaft releases the weed into basket! 

Actually turns back-breaking toil into FUN! No more 
stooping, no more blisters! The user stands erect . . . uses 
only one hand. Ne trigger .. . no thumb or finger move 
ments of any kind. Just ONE PUNCH .. it’s done! 

Proved by 4 years’ use. Nationally advertised. Ketails 
for only $1. Big dealer margin. 


FREE DISPLA boosts sales Attractive. 


3 colors. Given free with 
first order for 12 or more. 

See your Jobber Salesman, or write 
cs factory. 


CASEY-BALL & CO. 


Dept. H-3 Albion, Nebr. 


= ‘Only $400 











~ 2 Craft Worker 
Oe SHOULD HAVE THIS TOOL 
EXTRA SMALL SOLDERING IRON 


——— 


The smallest practical soldering iron ever designed 
for work in close quarters. No. 400 is only 9 inches 
overall, 8 oz. in weight, 60-watt element, 4” tip 
with baffle plates to keep handle cool. 





Put it in your display of home craft tools and watch 
your customers pick it up—and buy it—on sight. 


EXTRA HOT SOLDERING IRON 


=H 


This No. 325—Special, 125-watt iron with %” tip, is 
ideal for fast soldering work. Fully nickel plated, it 
has baffle plates to keep the handle cool. 


Both irons come with ‘Magic 


ot Cup” soldering stand—a twist 
<€ CG of the tip in the ‘Magic Cup” 
eae yet Stee and all oxide disappears. Ask 
were Watt ued your jobber for further infor- 
as gow ott aate mation or write us direct. 
s 
“ s 


DRAKE ELECTRIC WORKS, INC. 


3656 LINCOLN AVE. CHICAGO, ILL. 








SAVABRUSH is the original 
brush restorer...and the only one 
nationally advertised for years. Order 
from your jobber! Schalk Chemical Co. 
Los Angeles and Chicago. 





PS— Don’t forget Schalk has 


three other star-performers: Waxoff, 
Double X and Schalk’s Crack Filler. 


‘Nearly 100% Mark-Up 
lf You Act Now! 








YOU MAKE $5.00 on each $10.40 of retail sales if 
you buy Red Arrow Garden Spray now, in the No. 
720 Assortment, at the special pre-season price. 
This highly concentrated Pyrethrum-Rotenone-Soap 
spray is the only insecticide most home gardeners 
need—and most of them know it. Red Arrow is 
nationally advertised in more magazines, to more 
millions of home gardeners, than any other garden 
insecticide. Take advantage of this extra profit 
opportunity. Order Red Arrow from your jobber 
now. Or write, giving jobber’s name, for details. 


THE McCORMICK SALES CO. 
403 Light St., Baltimore, Md. 
McCormick & Co. (Canada) Ltd., Toronto 


RED ARROW 


GARDEN SPRAY 
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11-Inch Socket in 
“Razor-Back” Shovels 

Latest improvement in “Razor-Back” 
Shovels, announced by The Union Fork 
& Hoe Co., Columbus, Ohio, is an 11- 
in. socket length which is now standard 
on all shovels and spades in the line. 





The 2-in. greater length of the tube, 
compared with the average 9-in. socket, 
greatly increases the strength of the 
tool, it is stated, as the socket is a rigid 
tube forged 60 per cent thicker than on 
ordinary shovels. This greater thick- 
ness also extends down through the 
center section of the blade clear to the 
cutting edge, an exclusive “Razor-Back” 
feature to resist wearing back of the 
shovel tip as well as preventing break- 
age at the frog. 


**K-M” Appliances 
Biscuit baker retails for $10.95. Bakes 
biscuits right at table. Short pre-heat- 








ing period is required. Indicator in 
front door of oven tells when proper 
baking temperature is reached. Comes 
with matching biscuit server and cut- 
ter. The fresh air circulator operates on 
the principles of equalization of temper- 
atures. Maker states it will bring tem- 
perature of any room within 3 deg. of 
the outdoor temperature. Will not in- 
terfere with curtains or blinds as it 
swings out of way when not in use. 
Knapp-Monarch Co., St. Louis, Mo. 


Brush Catalog 

David Linzer & Sons, Inc., 10-20 Aston 
Place, New York City, brush manufac- 
turer, have available a new catalog il- 
lustrating and describing its brushes, 
including a complete line of pre-treated 
paint brushes, and a special new line 
of brushes constructed on a “Compo 
Binding” said to be non-corrosive and 
non-conductive. 





Soldering Set 

This Soldering Set is designed to do 
several types of soldering and other 
work that requires heat. The set is 
compact in size and can easily be car- 
ried in the tool kit. Consists of a verti- 
cal type, self-generating torch and sev- 
eral attachments. These equip the out- 
fit for the various types of soldering, in- 
cluding sweat soldering, brazing small 
work, dip soldering and the familiar 
soldering with a heated copper. The 
attachments are screwed on the end of 


the tube which carries the flame pro- 
vided by the torch. The flame is seli- 
generated, as the torch operates without 
pumps or pressure systems. The torch is 
long and narrow in shape (the length is 
105, in., the diameter about 214 in.). 
An attachment fastens on the torch di- 
rectly in the path of the flame. The 
tool is equipped with a regulating valve 
which controls the size of the flame and, 
thus, the amount of heat going into the 
work. Attachments available in “Power- 
Flame” sets include copper soldering 
points in sizes from %4 in. to 1 in. a 
solder ladle, a flame reducer and an 
angle connection. Without attachments, 
the tool is used as a blow torch. Its long 
vertical shape permits its use in tight 
quarters. “Power-Flame” Soldering Sets 
are made by the Justrite Mfg. Co., 2061 
Southport Avenue, Chicago, IIl. 
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CHAMPION HARDWARE 


ALWAYS A BEST-SELLER — 


... the CHAMPION 
MAIL BOX 


Displayed where cus- 
tomers can see and ex- 
amine it this mailbox 
will catch many profit- 
able sales. 


With quality construc- 
tion and durability in 
rust-resisting cast iron 
or aluminum, the 
CHAMPION Box is 
built to last a lifetime. 


Cash in on the clean-up 
season and feature this 
dependable mailbox. 


WRITE TO YOUR JOBBER 
FOR PRICES 





GENEVA, OHIO ——-—— 
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BUCKEYE 
RIVETS 


They cost no more than ordinary rivets, yet 
each one is backed by 70 years of TR&S Co. 
experience and integrity. Thus your cus- 
tomers are assured complete 
satisfaction and your profit 
is the same as for ordinary 


nufact 
(Boston 


Detroit 


1940 


SELL 
THE 










TUBULAR RIVET & STUD CO. 


f Tubular and Split Rivets 


MASSACHUSETTS 
Indianapolis San Francisco 


Dallas St. Louis 












Comp 
ATHLETIC EQUIPMENT 


ALL SPORTS 
Popularly Priced 


YOUR JOBBER CAN GIVE You 
COMPLETE INFORMATION... 
. IF YOU DO NOT KNOW THE 
NAME OF THE JOBBER IN YOUR 
TERRITORY Wacte us DIRECT! 








A Beautiful New SWen 


Summer WINTER 


GAS COAL 


COMBINATION RANGE 


Here is a new, modern, up-to-the-minute, popular- 
price range that burns either gas, or coal and 
wood. No baffles, slides 6r levers needed to make 
the change. 


When heat is needed in the kitchen, in winter, 
burn coal or wood. In summer, when quick heat 
with a cool kitchen is wanted, burn gas. 


This is a balanced beauty, with modern rounded 
corners and easy 











to clean features— 
a true ALLEN in 
quality. 

Write for informa- 
tion today. This 
Range will sell in 
volume. 


ALLEN 
MFG. COMPANY 


Founded 1867 
Nashville, Tenn. 








I 
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A Popular Selling 
Wire Stretcher 


The Townsend Wire Stretcher has 
been a profitable seller for 30 years. 
It gives complete satisfaction. Made 
strong and durable to last for years. 
Affords powerful leverage. Easily 
attached to the wire 









One man can stretch the wire with 
this implement and nail it to the 
post without assistance. The 3- 
foot wooden handle or lever is 
fitted with sturdy malleable iron 
pincers with Serrated Steel Grips 
warranted not to slip. The— 


TOWNSEND 
WIRE STRETCHER 


stretches to the last post at the end of the 
fence as well as to any other. Will stretch 
plain, twisted, barbed or woven wire. 
Stretches woven wire with a large mesh 
better than most stretchers made espe- 
cially for it. Also ideal for tightening 
bands and wire on large 
shipping boxes, crates and 
bales. Send for Folder 
and Trade-prices 


+ B. W. TOWNSEND 
KX Painted Post, N. Y. 











NATIONAL 
HARDWARE 


Chen douse 


APRIL 275-MAY4 












COOPELRATING 





WE ARE 








SIZE MAR/KED 


PUMP LEATHERS . 





Quick Profits 


Simplex size-marked pump leathers are 
quickly and easily sold—no errors or con- 
fusion. They cost no more than other good 
packings—but show cleaner and quicker 
sales. 

Simplex pump leathers build customer 
good-will. Put them in stock and begin 
to enjoy better profits. 


Ask your jobber or write us for prices 











Oil-Less Paint Sprayer 


This oil-less paint sprayer is grease- 
packed at the factory. Designed for the 
average home owner, manual training 
school or small item production work in 








manufacturing. Has only two moving 
parts. Fits any electric motor with a 
standard %-in. diameter shaft and re- 
quires no special mountings or base. 
Delivers % to 1 cu. ft. of free air per 
minute at 25 to 35-lb. pressure per 
square inch at standard motor speed. 
Operates spray guns Nos. 115 and 902. 
Unit has other uses than spraying, 
wherever pressed air can be served. Out- 
fit No. 712, illustrated, with mounting 
accessories, tire chuck, 10-ft. high-test 
all-rubber hose and No. 115 gun, but 
without motor, retails for $9.25. W. R. 
Brown Corp., 5724 Armitage Ave., Chi- 
cago. 


Improved Oil Filler Cans 


The 1940 Eagle “Flexo-Spout” filler 
cans for boats have two improvements. 
An oil measure, neatly fitting into the 


= £,% 
—_*- 


ssasnnkag ne aig, 





can when not in use, to provide a con- 
venient, handy gage for insuring the 
proper proportion of lubricating oil in 
fuel mixtures. The measure is gradu- 
ated in degrees of % and 1/3 pt. Once 
assembled the measure is an integral 
part of the filler cap. A new 150 mesh 
brass wire screen gives sure protection 
against any dirt or sediment. Both of 
these improvements are so designed 
that they may be easily and quickly 
attached to earlier model filler cans. 
Eagle Mfg. Co., Wellsburg, W. Va. 





Universal Drain Plug Wrench 


Designed to fit the differential, trans- 
mission, and crank case drain~ plugs. 
Weighs 1%4 lbs. Drop forged and hard- 
ened and cadmium plated. Fits all 
drain plugs on Chevrolet, Ford, Mercu- 


ry, Chrysler, Plymouth, Dodge, De Soto, 
Buick, and others. Barcalo Mfg. Co., 
Buffalo, N. Y. 


Lantern Sales Mansel 


“A Century of Preferment” is the title 
of a new 100th Anniversary booklet 
issued by the R. E. Dietz Co., 60 Laight 
Street, New York City. Designed to 
serve Dietz distributors, dealers and 
their salesmen as a handy lantern sales 
manual, the 28-page booklet explains 
the features of construction, operation 
and salability of Dietz lanterns. Printed 
in black and red with an attractive gold 
cover, the 3% x 6-inch booklet is illus- 
trated with detail sketches of leading 
Dietz lanterns and their parts. Subjects 
covered include: combustion, candle- 
power, globes, dome, tubes, bail, braced 
lift, fount, filler cap, bottom plate, air 
chamber, burner, globe plate, cross 
guards, enameling, policy, and guaran- 
tee. 








G-E Portable Mixer 


Features multi-speed control, triple 
beater action, greater bowl capacity. 


Finished in white baked enamel. Has 
permanently oiled motor. Juice extrac- 
tor available at slight increase in cost. 
General Electric Co., Bridgeport, Conn. 
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Trade-Marked and 
Grade- Marked For 
Your Protection 


TURNER, 
HANDLE CO., INC. 


TURNER, DAY & WOOLWORTH PROVEN VALUES 


For over 80 years world’s acknowledged 
leader in producing handles that are: 


Uniform in grade 
plus financial responsibility and five fully equipped factories to assure 


¢ Perfect in pattern + Accurately sized 


unfailing service. Insure your handle sales and profits 







Sek eee 


by giving your customers known value — in, 
grade and quality. 


DAY & WOOLWORTH 


LOUISVELLE, 









Make 
“OPEN 
HOUSE” 
Colorful 

















with 
CARLTON 

Pastry Cabinets 

Specially Priced to Retail at 98c 


Slightly Higher West of Rockies 





Nothing like a bright colorful display of 
Carlton Pastry Cabinets to draw the ladies 
into your store. Made of heavy tin coated 
steel finished in various colors, hand deco- 
rated with modern designs. Display card 
and newspaper mat furnished for occasion. 
Special price preserves your profit. Order 
of your jobber. 


The Carrollton Metal Products Co. 
CARROLLTON, OHIO 








* HERE’S REAL APPEAL! ” 





ais une tb ! 


HOTSTREAM WATER HEATERS 


Nothing you handle has more SALES APPEAL than 
the HOTSTREAM line. Surveys show that 8 out of 
10 homes today need new water heaters. Residential 
building is on the increase. So... every new home 
is a prospect. Get the extra profits from water heaters 
while you are selling allied lines for the home. @ Tho 
Hotstream Catalog No. 40 tells you how to get these 
profits, and gives you full information on the most 
complete line in the world. Write for your copy today. 









THE HOTSTREAM HEATER COMPANY 


8007 GRAND AVENUE . CLEVELAND, OHIO 











Want a Good Position? 


The quickest and surest way of securing a 
good position is through the Classified Oppor- 
tunities Department of Hardware Age. 


Hardware Age will put you in touch with 
Hardware concerns who want help and look 
for it in the Trade-paper that reaches the 
greatest number of readers. 


Send your copy with remittance to 


HARDWARE AGE 
Classified Oportanities Dept. 
239 West 39th St.. New York City 

















IT’S NEW! gq 
IT’S NEEDED! 


PARCEL POST 
MAIL BOX 


Holds parcel post pack 
ages, photographs, large 
circulars and other pack 
ages too large for ordinary 
mail boxes. Many home 
owners, factories and of- 
fices are in the market 





right now for this box! 
Completely storm proof. 
Finish: Standard black, 
other colors on special or 
der at slight extra charge 


Send For Sample—Only 29¢ 
Ask Your Wholesaler About Our Low Prices 


PATENT NOVELTY COMPANY 
305 Eighth Avenue 








Nothing Like It 
On The Market! 


Fulton, Illinois 
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oy... AND WHEN YOU 
BUY TURPENTINE 


BUY THE 








NEWPORT 


STEAM DISTILLED 


WOOD TURPENTINE 


There is no better turpentine than Newport. It's 
the “turps’ painting contractors use for their 
and the “turps” which people 


own homes... 


who are ‘in-the-know’ use for their own homes. 


Newport is chosen by yachtsmen for paint jobs 
that must withstand extra hard weathering. And 
it is the turpentine used by the manufacturers 


of America's high grade paints. 


Newport is preferred, bought and used by mil- 
lions of critical home owners. It's the pure, 
crystal-clear turpentine in the fast selling green, 
black and white packages designed for easy 
pouring and eye attraction. Newport sells on 


sight. 





WATER 





WHITE 
RYSTA 
PURE 


RPENTIN 
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Cory “Fittings” Display 

This new 1940 display unit for win- 
dow and counter provides for the use 
of several of the de luxe fittings. Ac- 
tual accessories inserted in the display 





include: The Cory funnel holder, the 
new glass filter rod and the measuring 
cup. Every piece of glass is attractively 
decorated with platinum striping. The 
hinged decanter cover is attached to the 
model of the brewer appearing in the 
display. The brewer stands on a 
slightly raised platform and inside a 
curved frame. A separate card, match- 
ing the green and yellow colors of the 
display, features another Cory slogan, 
“Superb coffee and tea ‘untouched by 
metal.”” It also dispenses consumer 
folders. Provision is made for the use 
of light from underneath, which spot- 
lights the brewer and accessories. Latest 
catalog available. Glass Coffee Brewer 
Corp., 325 N. Wells Street, Chicago, III. 


3-Sheet Portable Washer 


This three-sheet portable washer has 
inner tub three-coat porcelain white 
enamel; a 914-gal. capacity. The outer 
insulated double-wall tub keeps the 








water hot. Finished in white baked-on, 
chip-proof enamel with black trim, 
streamlined design. Legs and body of 
washer are formed from one _ piece. 
Height of washer is 27% in. Totally 
enclosed gear mechanism and motot 
housing. Gravity drain hose. Efficient 





motor draws only about 1/3c. electricity 
per hour. List price, $24.95. Naxor 
Utilities Corp., 2101 W. Walnut Street, 
Chicago, Il. 


“Water Miser” Display Card 
Supplied free with order for one box 
or more of each of the three sizes of 
“Water Miser” washers. Display is in 
colors and provides a complete self- 
service set-up. List price per card, 
each $11.05. These washers, maker 
states, provide against leakage, against 
inconvenience of replacing washers 


fow BALL 
HORAN G 


gaucet Washe, 


To THE 


OLD FASHIONED 
FAUCET WASHER 


INSTALLS LIKE ANY 
ORDINARY WASHER 
a 
BALL BEARING ACTION 
PREVENTS WEAR 
EASY OPERATION BY 
FINGERTIP PRESSURE 





when worn, and also keep the valve 
seats in perfect condition indefinitely. 
H. B. Sherman Mfg. Co., Battle Creek, 
Mich. 





Anti-Window Rattlers 


The Superior Fastener Corp., 5224 N. 
Clark St., Chicago, IIl., is making avail- 
able a “Stop-a-Rattle” demonstrator and 
is also furnishing “Stop-a-Rattle,” five 
to an attractive display card, which is 
a self-selling unit. 


. OP-A-RA ! 
INVISIBLE ERMANENT 
nC > A Q 











— DIRECTIONS — 
SIMPLY RAISE WINDOW — INSERT BETWEEN 
WINDOW SASH AND WINDOW STOP ON COR- 
NER THAT RATTLES AND FASTEN TO WIN- 








DOW SASH WITH BRAD 
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CONFUCIUS SAY 


“Lock that No Lock 
Both Sides of Shackle 
—Is No Lock” 


ALL Chicago Padlocks 
Lock BOTH SIDES of Shackle 











Insure — 


curity. 


25¢c — 50c — 75c 
Others Up to $3.00 






“DOUBLE the Security” 


Chicago Padlocks — with 
their unique, patented 
Double Locking, Criss-Cross 
Tumbler mechanism—have 
set a new high standard in 
lock construction and _ se- 


3 Popular Price Leaders 














Meet — BEAT — price 
competition on a Qual- 
ity Basis with this io 
popularly priced Qual- ALL 
Cut Open View ity Line. Ask your Chicago 
Model No. 74! jobber about the fast Padlocks 
Actual Size selling Chicago Line 





or write us. 








The Claridge is not only known as Atlantic City’s 
tallest and newest ocean front hotel, but it is 
equally famous for the luxury and comfort of its 
appointments and the thoughtfulness of its service. 
Each of the 400 spacious rooms has an outside 
exposure, and most of them have an unobstructed 
view of the beach, boardwalk and park. All rooms 
have private bath, with both tub and shower, 
fresh and sea water. Glass enclosed Solarium on 
24th floor. Three ocean sun decks. Health Baths. 


European Plan 


New York Office, 630 Fifth Avenue, CIrcle 5-4860 


Washington Office 
Philadelphia Office 
Pittsburgh Office . 


Hotel Claridge | 


Gerald R. Trimble ATLANTIC CITY "fee 
General Manager 5 ; 


—_ 


Telephone District 2685 
Telephone Kingsley 3150 
Telephone Atlantic 6240 


‘ —_— we 
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CHICAGO LOCK CO. 


2024 N. Racine Ave., Dept. 13, Chicago, Ill. 













Here’s 4 reasons why it means 


MORE PROFITS TO YOU 


PROTECTION—Rogers offers CE—Rogers offers you 
han aie, several special deals assuring 


you protection by exclusively 
selling through the hardware 
trade and not selling to chain 
stores, group buyers, or mail order 


houses. 
| DEMAND Rogers sells for 
QUALITY — Rogers Glue is fag Bee dm ng ee 
made only from select fish skins Science, Home Craftsman, etc., 
insuring clarity and uniformity reaching over a mil- 
lion consumers 
- also produces greater monthly. 

strength (3800 pounds shearing 

strength per square inch). 


you of full profits so you can 
compete with chain stores, 
group buyers, etc., by offering a 
superior product at the same price 







FREE—Phone or write 
your jobber for free 
£ 's Offers . . ask hi 
or a free display unit— 
To ay | Rogers Glue 

**LETGLUEKY DOIT"® is to sell Rogers Glue. 








ROGERS - GLOUCESTER, MASS. 











SAW HORSE 
LEGS! 


NEW FOLDING 
Hundreds of Uses! 


One of the fastest sell- 
ers ever developed for 
the hardware store. All 
metal legs that fold for 
easy transportation. Set 
up in seconds with any 
2 x 4 or 2 x 6. Alligator 
grip holds legs securely. 
2 heights — 24” and 
30”. Sell to carpenters, 
painters, schools, fairs, 
hobbyists, 
stores and many others. 


BRACKET 


Wagner Roof 
Brackets, Ladder 
Brackets, Scaffold 
Brackets are all in 
demand wherever 
shown by dealers. 
They save time, 
material and space 
for builders and 
are safer for men. 


churches, 





ALL TYPES FOR 
ALL USES! 








WAGNER 


Also a complete 
line of  studding 
sockets. Write for 
latest folders and 


4 


i | Save Time 
A Save Space 
‘i 


prices. 





DEPT. HA-340 
WAALS NIE Fe PUNUEACTURING CO. 
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SPRAYERS 


ONLY $9.25 FOR THIS NEW 
OILLESS SPRAY OUTFIT! 


They sell fast! Never needs olling! 
Only 2 2 moving parts! Just right 
for the 5 8 -- workshop, school or small 
manufacturing. Sprays paint, enamel, 
lacquer, varnish, water paint, insecti- 
cides—-fast, smooth, and clean. Special 
chuck inflates tires. As shown, without 
motor, lists for only $9.25. With smaller 
gun, only $7.85. Advertised for you 
in leading home craft magazines. 

Get this portable sprayer busi- 
ness—write for details today! 








DEALERS: Send for complete catalog price list 
pd discounts; W. R. Brown low cost portable 

sprayers. Electric and auto-power models. 
Sold at dealers only. 


W. R. BROWN CORPORATION 
5724 Armitage Avenue Chicago, Ill., U. S. A. 

















Our national advertising sends you new 
buyers for Handee, who become year-around 
regulars for accessories. 

Be sure to have this attractive Demonstra- 
tor on your counter—a steady profit maker 
it will pay you to keep right out in front. 
Requires only 2 sq. ft. space. 

Handee is the original tool of its type and 
the leader today. More of them in use than 
all other makes combined, by mechanics, 
repairmen and hobbyists everywhere, be- 
cause of precision performance, unequalled 
smoothness and safe speed. 

Standard Model $10.75 with 3 Accessories. 
De Luxe Model $18.50 with 6 Accessories. 
Ultra de Luxe Set (De Luxe Handee and 27 
most popular Accessories in metal carrying 
case) $25.00 

Always have a sufficient stock of Handees 
and Accessories on hand to take care of 
orders promptly. 


Write for Special Deals and Full Information 
aon Accessory Counter Case. 
CHICAGO WHEEL & MFG. CO 
Makers of Quality Products for 40 Years 
1101 W. Monroe St. Dept. HA, Chicago, til. 
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Coming Conventions 


and Events 


Corrected each issue 
according to latest data 


Alabama, The Retail Hardware As- 
sociation of, convention and exhibit, 
May 14-16, 1940, at the Tutwiler Hotel, 
Birmingham, Ala. J. H. Crowe, 410 
N. 2lst St., Birmingham, is association 
secretary. 


American Hardware Manufactur- 
ers’ Assn. meeting jointly with the 
Southern Hardware Jobbers Associa- 
tion, the latter’s Golden Anniversary 
Convention, April 8-11, 1940, at Palm 
Beach, Fla. Headquarters, Palm Beach 
Biltmore and Whitehall Hotels, Charles 
F. Rockwell, 342 Madison Ave., New 
York City, is secretary-treasurer of the 
manufacturers’ association. T. W. Mc- 


Allister, 1020 Grant Bldg., Atlanta, Ga., 


_ is secretary of the southern jobbers’ 


association 


American Toy Fair, April 1 to 
April 20 in the Hotel McAlpin and at 
200 Fifth Ave., New York City. Spon- 
sored by the Toy Manufacturers of the 
U. S. A., Inc., 200 Fifth Ave. James I. 


Fri is managing director. 


Carolinas, Hardware Assn. of, June 
11-13, at the Francis Marion Hotel, 
Charleston, S. C. A. R. Craig, 407-11 
Commercial Bank Building, Charlotte, 
N. C., is secretary-treasurer. 


Central States Hardware Club, 
second annual gold meet and dinner, 
June 14, 1940, at the Olympia Fields 
Country Club, Chicago. Ben Leve, 
3630 S. Iron St., Chicago, IIl., is secre- 
tary treasurer of the club. 


Georgia Retail Hardware Associa- 
tion, annual convention, Atlanta, May 
14-15, 1940. Robert K. Boswell, Box 


977, Atlanta, is association secretary. 


Eastern Hardware Golf Assn’s 
annual golf tournament, June 6 to 8, 
1940, at the Cavalier Hotel, Virginia 
Beach, Va. H. L. Gilliam, The Wood 
Shovel & Tool Co., 9 Rockefeller Plaza, 
New York City, is secretary-treasurer. 


Louisiana Retail Hardware and Im- 
plement Association, June 20-21, 1940, 
at the Hotel Bentley, Alexandria, La. 





David O. Mansfield, Alexandria, is as- 


sociation secretary. 


Mississippi Retail Hardware and 
Implement Association convention, June 


10-11, 1940, at the Markham Hotel, 


Gulfport, Miss. David O. Mansfield, 
P. O. Box 1696, Jackson, Miss., is as- 
sociation secretary. 


National Contract Hardware Assn. 
will meet in Chicago, Ill., Sept. 24-26, 
1940. 


National Retail Hardware Asso- 
ciation, 4lst annual Congress, July 15 
to 18, 1940, at the Hotel New Yorker, 
New York, New York. Rivers Peterson 
is managing director of the association 
with headquarters at 915-935 Security 
Trust Bldg., Indianapolis, Ind. 


National Washer -Ironer Week, 
Oct. 19-26, 1940, sponsored by the 
American Washer and Ironer Mfrs. 
Association, Chicago, Il. 


Packaging Exposition and Confer- 
ence, 10th annual, March 26 to 29, 
1940, at the Hotel Astor, New York 
City. Sponsored by the America Man- 
agement Assn., 330 W. 42nd St., New 
York City. 


Southern Hardware Jobbers’ As- 
sociation Golden Anniversary conven- 
tion held jointly with the American 
Hardware Man:facturers’ Association, 
April 8-11, 1940, at Palm Beach, Fla. 
Headquarters, Palm Beach Biltmore and 
Whitehall Hotels. T. W. McAllister, 
1020 Grant Bldg., Atlanta, Ga., is sec- 
retary of the southern jobbers’ associa- 
tion. Charles F. Rockwell, 342 Madison 
Ave., New York City, is secretary of 
the manufacturers’ association. 


Triple Mill Supply Convention, 
April 22-24, 1940, at the Adolphus 
Hotel, Dallas, Tex., comprising the 
Southern Supply & Machinery Distrib- 
utors’ Association, secretary, Alvin M. 
Smith, Smith-Courtney Co., Richmond, 
Va.; National Supply & Machinery Dis- 
tributors’ Association, secretary, H. R. 
Rinehart, 505 Arch St., Philadelphia, 
Pa., and the American Supply & Ma- 
chinery Manufacturers’ Association, sec- 
retary, R. Kennedy Hanson, 1108 Clark 
Bldg., Pittsburgh, Pa. 
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DESIGNED FOR TOP SALABILITY OAKVILLE, CONNECTICUT WRITE FOR CATALOG INSERTS 





























































. 
A Professional  SLIP- LOK Holds Door In Place 
Mi Y WE Ki ? $9.50 any =— When door is opened to de- 
BY Me nine, * . <m 
es . ae IH ————— sired position — SLIP-LOK 
es , ; 
Priced To Selli Highorade holds it securely in place. No 
’ a. ' — door bumper required. Also 
M a prevents door knob from strik- 
are sturdy, qual- ing wall. Does not scratch 
y 8, t 
tore. That's war floor, nor tear rugs. 
at only $2.50 ~ ) me fice 
they appeal te SLI -LOK is an efficient, 
> oth the ac popular priced, improved Door 
— a Holder that can be easily in- 
find a big de- stalled on the present door 
S- mand from carpenters, model builders, home craftsmen and manual | hi Pecfaehic all Sent 
training departments. inge. rohitable se er. Sent 
MITRE KIT has heavy cadmium guide post accurately indexed for for Circular and Trade-prices. 
45, 67% and 90 degree cuts. Price includes high grade back saw 
d with a cutting depth of 2%”. Handles up to 2x4 sizes. Write today Manufactured by 
for our liberal wholesale proposition. 
e 53/2 West Huron Street 
, THE BAKER-McMILLEN CO., 345. Miller Ave., Akron, Ohio | | SLIP- LOK, Inc., PONTIAC, MICHIGAN 
i, 
3. —— — 
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“ 
THE COLOR TELLS THE SIZE 
> 
: | SCREEN DOOR 
CHECK 
i) 
Your customers are attracted by the all- ° H ° ' 
f colored shock-proof top and the ey = '2E$ . Sells on sight! Profitable! 
window. The color-banded carton an e = we 
attractive 7-color display box also catch the \ = é 
. eye. It all means MORE PROFITS P ; , . JOBBERS 
” - : Write for Prices and Territories. 








Ask youn 2 Jobber for COLORTOPS © : Detailed Information on Request. 


nodencdrmree RETAILS AT 30¢ 
paid @ Om ath). | sem aes 


= ie 
MILWAUKEE Witidel tai.) a HECKETHORN MFG. & SUPPLY CO. 
LITTLETON, COLORADO 
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PLANT FOOD 


























Fulton's Plantabbs are nationally advertised in tablets contain- 
‘Life’’, ‘‘Better Homes and Gardens’’, “‘American |) jng Vitamin B, 
Plantabbs are shipped on beautiful counter display 49 W. Biddle St., 














easels. tev Baltimore, Md. 
This widespread national advertising and action get } 
ting consumer display in your store will get you quick 





| QUALITY CONTROLLED Every Step of the Way | Home’ “Chritian “Srience Monitor” Hallands) | ence 


The world’s most modern cordage plant, where Columbian 





Rope is made, uses only controlled quality fibre which is water- | sales and GOOD PROFIT 

proofed and lubricated by the exclusive Columbian process. Note. Fulton's Plantabbs are the only PLANT FOOD 

This is but typical of the care that is taken in every operation | in tablet form for indoor and outdoor plants and 
a : ‘ | flowers containing Vitamin Bi. (Patent Pending.) 

to make Columbian Rope as good as rope can be made. | New York Metropolitan Representative: 


. C. Jeffords, 
61 Broadway, New York City 
Mid-West Representative: 
w Baker, 
22 Third St., Berea, Ohio 
West Coast Distributor: 
H. J. Horby & Co., 
629 W. 9th St.. Los Angeles, Cal 


COLUMBIAN ROPE COMPANY, AUBURN, "The Cordage City” N. Y. 

















if you are going to change your address 


please notify the CIRCULATION DEPARTMENT 
at least 3 weeks before you move. 


HARDWARE AGE, 239 West 39th St., New York, N. Y. 
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LARGE STOCKS... 


UNIFORM HIGH QUALITY 
IMMEDIATE SHIPMENT 


Principal products include — Alloy 
Steels, Tool Steels, Stainless Steel, Hot 
Rolled Bars, Hoops and Bands, Beams 
and Heavy Structurals, Channels, 
Angles, Tees and Zees, Plates, Sheets, 
Cold Finished Shafting and Screw Stock, 
Strip Steel, Flat Wire, Boiler Tubes 
and Fittings, Mechanical Tubing, 
Rivets, Bolts, Nuts, Washers, etc. Write 
for Stock List. Joseph T. Ryerson & 
Son, Inc., Chicago, Milwaukee, Detroit, 
Cincinnati, Cleveland, Buffalo, Boston, 
St. Louis, Philadelphia, Jersey City. 








AFEW FACTS! 


If its builders finishing hard- 
ware you. desire — The 
Shelby line is your best bet. 
We have stood the test of 
time for over forty years and 
have increased our sales 
and production facilities to 
the extent that our products 
are distributed throughout 
the nation by all leading 
jobbers. 


We manufacture a substan- 
tial line of builders hard- 
ware specialties as well as 
an extensive line of popu- 
lar items mounted on cards 
to retail at 5c and up. 


Here is your opportunity to 
buy quality merchandise 
which will net you substan- 
tial profits and return sales. 


THE SHELBY SPRING 
HINGE CO. 


Main Office and Factory 
SHELBY, OHIO 











H. L. Covert, Abilene, Kan., then 
presented his talk on “The New Fed- 
eration Program,” prefixing it with 
a short history of the Federation 
and some of its outstanding activ- 
ities. The new Federation program, 
he pointed out, entails the change 
of the present name, National Fed- 
eration of Implement Dealers’ Asso- 
ciations, to The National Retail 
Farm Equipment Association. 

Among the activities recommended 
by the planning board are: provide 
adequate uniform accounting sys- 
tems; conduct annual surveys of the 
cost of doing business; provide such 
uniform office and other forms as 
may be used to advantage; bulletins 
to be issued on salesmanship, sales 
promotion, store arrangement, shop 
practices, shop equipment, financing, 
collections, service, fake schemes, 
etc.; a speakers’ bureau be estab- 
lished and made available to state, 
regional units and other related in- 
terests, and the establishment of a 
legal department. 

Wednesday morning following a 
question box there was a discussion 
and demonstration of fly fishing by 
Capt. C. Milo Godfrey, champion fly 
caster. 

The meeting was then adjourned 
to the Desert Hotel’s Roundup Room 
to hear C. G. Jennings, Tacoma 
hardware dealer, talk on “How a 
Hardware Dealer Advertises” before 
the regular Wednesday meeting of 
the Ad Club. Mr. Jennings told of 
his direct mail advertising in which 
he uses manufacturers’ literature. 
He also spoke of his newspaper ad- 
vertising and pointed out that as a 
result he has always been given a 
great deal of editorial cooperation. 

The final session of the conven- 
tion heard Charles A. Zahlout of the 
Perfection Stove Co., Seattle, discuss 
“Lost Market and Forgotten Busi- 
ness,” in which he told dealers how 
to get back into a business that is 
fast coming to the front again—that 
of selling kerosene cook stoves. 

Wendell M. Hoesly, Spokane. 
spoke on “Selling Builders’ Hard- 
ware.” He stressed the importance 
of selling quality cabinet hardware, 
or “home jewelry,” and pointed out 
that the labor cost of installing 
cheap hardware is just as high as 
that of better quality. 

New directors elected for two 
years are W. M. Brogan, Oakesdale, 
Wash.; W. C. Raugust, Odessa, 
Wash.; hold-over directors, G. B. 
Kemp, Bonners Ferry, Idaho; Wil- 
liam Thoel, Ritzville, Wash.; John 





Pacific Northwest Convention 


(Continued from page 82) 


Oud, Orofino, Idaho; O. L. Lundale, 
Deer Park, Wash., and Paul Helmer, 
Rosalia, Wash. 

The directors then elected Paul 
Helmer, Rosalia, Wash., president; 
William Thiel, vice-president. Dale 
Strong, 521 Realty Bldg., Spokane, 
Wash., is secretary and W. M. 
Hoesly, Spokane, is treasurer. 


PASHA Convention 


(Continued from page 52) 


be to put other people to work by 
removing the time lag in transplant- 
ing ideas for successful depression- 
born business from one community 
to another, studying new uses for 
our idle plants, finding ways to meet 
the demand for skilled workers and 
stimulating more business activity, 
which means jobs all around.” He 
told the dealers that the way to cure 
his problems is a business man’s 
solution by business methods, and 
that present high taxes had a ten- 
dency to starve business. 

The association’s resolutions com- 
mittee then made its report and the 
following resolutions were approved: 
indorsing Open House; condemning 
the practice of employers selling to 
employees at discount prices; dis- 
approved of five-year warranties and 
charges on refrigerators and asked 
manufacturers to limit warranties to 
one year at no charge; favored no 
further tax increases; opposed sub- 
sidiaries for consumer cooperatives 
and other groups and commended 
job mobilization work. A resolution 
opposing the use of parking meters. 
after some discussion, was tabled. 

H. D. Whieldon, Greenville, Pa., 
was elected president. Other of- 
ficers elected were: first vice-presi- 
dent, Charles J. Ritterhoff, Baltimore, 
Md.; second vice-president, Clarence 
S. Newcomer, Mount Joy, Pa.; W. 
Glenn Pearce, 400 No. Broad St., 
Philadelphia, Pa., is managing di- 
rector. 

Directors elected were: one year, 
L. S. Kelso, Pittsburgh, Pa.; two 
years, N. C. Gay, Jr., Tunkhannock, 
Pa., and three years, R. D. Howell, 
Perth Amboy, N. J. George E. 
Corcelius, retiring president, was 
elected to the advisory board which 
consists of E. Hilings Antrim, Cam- 
den, N. J.; James T. McCullough, 
Kittanning, Pa.; H. W. Sheeler, Red 
Lion, Pa.; Walter T. Massey, Dover, 
Del., and Frank P. Fifer, Philadel- 
phia, Pa. 
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Information regarding sources of supply as provided readers of 
HARDWARE AGE by the “Who Makes It?” editor is here pre- 


sented as an aid to others in the trade who may be seeking the 


same articles. 


The inquiries reproduced have been selected be- 


cause of their general interest to hardware merchants and buyers. 
This editorial feature in each issue supplements the service ren- 
dered by the “Who Makes It?” issue. When writing to the firms 
mentioned, state that you secured your information from the 


HARDWARE AGE Directory Number. 


Youngstown, Ohio: Who makes a 
stone lined range boiler? Wilkins 
Leonard Hdwe. Co. 

ANSWER: Troop Water Heater 
Co., 2516 Jane Street, Pittsburgh, 
Pa. 


* * * 


Tampico, Mexico: Who makes the 
Dart padlocks? General Machinery 
& Supply Co., S.A. 

ANSWER: E. T. Fraim Lock 


Company, Lancaster, Pa. 


* * * 


Paducah, Ky.: Who makes the 
Gloco hot water heater? Michael 
Hardware Co. 

ANSWER: Evins F. Glore Sales 
Corp., Grand Central Terminal 


Bldg., New York, N. Y. 


* * * 


Opelousas, La.: Who makes win- 


dow cleaners’ safety seats? J. B. 
Sandoz, Inc. 
ANSWER: Sil Seat Mfg. Co., 


6408 Euclid Ave., Cleveland, Ohio; 
Geo. Lange, 16 Durham Place, 
Brooklyn, N. Y. 


* * * 


Kent, Conn.: Who makes Sparke- 
lene silver polish? N. M. Watson & 
Co. 

ANSWER: C. H. Smith & Co., 85 
Purchase St., Boston, Mass. 


MARCH 21, 1940 


New York, N. Y.: Please furnish 
address of the Sweden Freezer Mfg. 
Co., manufacturers of ice cream 
freezers. Smith, Kirkpatrick & Co.., 
Inc. 

ANSWER: Bell Street & Western 
Ave., Seattle, Wash. 


* * %* 


Monroe, Mich.: Who makes the 
Moran twin brush for cleaning 
glasses? Reliable Furniture & 
Hardware Co. 

ANSWER: Moran Bros., State & 
Whitney Sts., New Haven, Conn. 


* * * 


Ogdensburg, N. Y.: Who makes 
the Otis clearcut awning fabrics? 
The Green Mfg. Co. 

ANSWER: John Boyle & Co., Inc., 
112 Duane St., New York, N. Y. 


* * * 

Albany, N. Y.: Who makes Zamak 
die casting metal? Bamer & Mc- 
Dowell, Inc. 

ANSWER: New Jersey Zinc Co., 
160 Front St., New York, N. Y. 


* * *% 


Edmeston, N. Y.: Who makes the 
Happy Thought Ranges? R. L. 
Burlison. 


ANSWER: Pittston Stove Com- 
pany. Pittston, Pa. 

















PRIEST'S CLIPPERS 
A Complete 


Line— 


Ask 
Your Jobber 
75 Years’ Reputation in the Trade 
AMERICAN SHEARER MFG. CO. 


NASHUA, N. H. 














The Original 
meal “HORSESHOE MAGNET” 
= HAMMERS 


Steel Forgings, Perma- 
nent Magnets, The best 
magnet hammers on the 
market. Give long and 
satisfactory service. The 
Hammer holds the tack. 


ARTHUR R. ROBERTSON 


Sole Manufacturer 
1S Hathaway Street, Boston, Mass. 


STOCK THIS QUICK 
-R: 
KILLS-RATS-ONLY 


Fast selling Rat killer—-Not a poison—harmless to 
everything but Rats. Made of oven-dried red squill 
and known everywhere for over 12 years. Nationally 
advertised in magazines, Farm and Poultry papers. 
Hardware stores big outlet Powder (for Farms) 
retails for 75¢—-Ready Mixed 35¢ and $1.00. A 
long profit item-——-a quick money maker. Hardware 
dealers write for prices. K-R-O Company, Spring- 
field, Ohio 


DENISTON 
“Leed sce’ NAILS 


Drive Screw Shank gives powerful 
grip. Lead under the head and down 
the shank plugs hole around the nail 
to form weather-proof lead seal. Nail, 
lead and sheet solidly locked together 


by “bump”... Send for samples. 
4840 South 


The DENISTON Co. wsiieias- 

































SCRU-LESS 
WINDOW 
CLEANERS 


Single rubber equal to two or more. Use 
all four edges of rubber. Sliding handle. 
No screws. 






We also make lawn rakes, mop sticks, ( 
suction washers, rat traps, etc. 
Send for circulars and prices. Territory 
open for a few more good commission 
salesmen. 
W. E. KAUTENBERG CO. 
FREEPORT, ILL. 








- TATE: 


Line of Fast Sellers 
Picture Hangers, Coil Wire, Cup 
Hooks, Master Keys, Drapery 
Hooks, Mirror Clips, Mop Heads, 
etc. 

Send for Circulars and Prices 


E. H. TATE CO., Boston, Mass., U.S.A. 


Sales Offices also in: 


Chicago New York Los Angeles 
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Classihied Opportumitien Section... 





Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





| Clamrikied Adwentining Ratea | 





Help Wanted, Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 


Set solid, maximum, 50 words....... $3.00 
All capitals, maximum, 50 words.... 4.00 
Each additional word......... .06 


Positions Wanted 
(Special Rate) set solid, maximum, 
Be WOES cccceeccscccscccscccses -50 
Each additional word ...........-.+. 01 
Allow Seven Words for Keyed Address or Your Address 


BOXED DISPLAY RATES 
GR OEE bcckaddas cdedcdhkdederees $5.00 
Each additional inch ......... 4.00 





DISCOUNTS FOR CONSECUTIVE INSERTIONS 


4 insertions, 10% off; 8 insertions, 15% off. 

Due to the special rate, these discounts do 

not apply on Position Wanted Advertise- 
ments. 


REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency. 








HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 


Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St.. New York City 











| Positions Wanted | 


| = Positions Wanted || 


Positions Wanted | 








HARDWARE PERSONNEL, OUR FILES 
CONTAIN applications of several hundred experi- 
enced clerks, managers, counter men, bookkeepers 
and stenographers for New York hardware re- 
tailers and wholesalers. No charge to employers. 
Just phone Wisconsin 7-1802 or write to Asso- 
ciated Placement Bureau, 152 West 42nd Street, 
New York City. 





HAVING HAD EXPERIENCE IN THE 
hardware, mill and plumbing supply business for 
over twenty years, I desire to secure a position 
with a concern in which I may invest after sev- 
eral months of service. Address Box D-861, 
care of Haroware Ace, 239 W. 39th St., N. Y. 
City. 





MANUFACTURERS ATTENTION! ARE 
YOU GETTING your share of business from 
Long Island, N. Y. territory? I have success- 
fully represented jobbers for 15 years in hardware 
and paint trade. This year’s business should be 
best in years, with proper representation. Thou- 
sands of new homes. Address—P. O. Box 64, 
orca N. 


BUILDERS’ HARDWARE ESTIMATOR 
AND SALESMAN desires connection with con- 
cern specializing this line. No building too large 
to handle. Capable of buying and managing 
department. Prefer Georgia, Florida, Louisiana 
or Texas Not afraid of long hours. Perma- 
nent position only considered. Address Box 
D-890, care of Harpware Ace, 239 W. 39th 
~~ =. Ga 


TRAFFIC AND EXPORT MAN, 30 YRS., 
aggressive, pleasent personality; heavy diversi- 
fied experience in above positions, thorough 
knowledge of domestic and foreign shipping. Rail 
and ocean ladings, trucking, warehousing; heavy 
experience in export orders, sales follow-up, 
large volumes. Satisfactory service resulting in 
future good will. Locate anywhere. Address 
Box 1-897, care of Harpware Ace, 239 W. 
39th St., N. Y. City. 








SALES, PURCHASING, EXPORT PRO- 
CEDURE THOROUGHLY understood by young 
executive with eighteen years’ experience in 
hardware, plumbing, mill supplies and machinery. 
Served as storeman, bookkeeper and store man- 
ager in West Virginia, export shipping clerk 
and export sales correspondent in New York 
City. Assistant purchasing agent of large tool 
maker and later head of export department doing 
half million dollar yearly business. At present 
employed as office manager of tool and machinery 
company. Would like to enter employ of manu- 
facturing concern where knowledge of above three 
departments could be used to advantage. Salary 
requirements reasonable. Address Box D-888, 
care of Harpware Ace, 239 W. 39th St., N. Y 
City. 





HARDWARE MAN WITH 27 YEARS’ EX- 
PERIENCE with one store secks position where 
intelligent, faithful service is appreciated. Good 
salesman with thorough knowledge of builders’ 
hardware, locks, levels, nails, stoves and ranges, 
chain link fence, screen wire, hand pumps, tin, 
and general hardware. Address Box D-818, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 





YOUNG MANUFACTURER’S REPRESEN- 
TATIVE WANTS ONE good line—call on hard- 
ware jobbers, sporting goods houses, major deal. 
ers and department stores. New York, New 
England and Pennsylvania territory. 20 years 
contacting hardware and sporting goods accounts. 
Headquarters—New York City. Address Box 
D-883, care of Harpware Ace, 239 W. 39th St., 
N. Y. City 


SALESMAN-—-WOULD LIKE TO REPRE- 
SENT manufacturer of wood or metal working 
machinery, tools, or related lines in Ohio. Indi- 
ana or Michigan. This must be a permanent 
position with a reliable company. 25 years a 
skilled mechanic, 2 years as a manufacturer’¢ 
agent. References. Personal interview preferred. 
Address Box D-898, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 





THE MAN YOU’RE LOOKING FOR will 
be available April Ist or sooner who knows his 
fifteen years hardware, housefurnishing experi- 
ence, formerly in his own business, qualifies him 
to manage your retail establishment. Have many 
tried and proven ideas that should produce and 
hold business. Christian, married, in the thirties. 
Excellent knowledge modern merchandising includ- 
ing buying, selling, displaying, etc. Permanent 
position, within 300 miles New York City, where 
ability, initiative, plus the will to succeed is 
desired. Address Box D-858, care of HarDWARE 
Ace, 239 W. 39th St., N. Y. City. 


MERCHANDISER — STORE PLANNER, 
THOROUGHLY EXPERIENCED seeks perma- 
nent position with hardware jobber. Knows re- 
tailers’ problems, capable of organizing merchan- 
dising department for jobber wishing to offer 
a service of this type to retail dealers. Can draw 
own plans, design fixtures, supervise new store 
openings, knows counter displays and window 
planning. Ten years in present connection. 
Thoroughly experienced in hardware, tools, paints, 
housewares, electrical supplies and appliances, 
marine, etc. Location secondary. A-1 references; 
capable of handling men. Interview will bring 
record of past results. Address Box D-868, 
care of Harpware Ace, 239 W. 39th St., N. Y. 








City. 


WHOLESALE HARDWARE COMPANY 
LIQUIDATED. Salesman wants’ connection 
Western Pennsylvania, Eastern Ohio and West 
Virginia territory. References from _ principal 
customers. Forty years of age, college education. 
Address Box D-846, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 





HARDWARE MAN, 15 YEARS’ EXPERI- 
ENCE BUYING, selling and managing; owned 
business for five years. Can increase sales and 
reduce overhead cost; thorough knowledge lock- 
smithing and electrical appliance repairing. I am 
willing to start at a low salary to prove my abil- 
ity. A-1 references. Address Box D-901, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 





ACCOUNTANT-BOOKKEEPER, OFFICE 
MANAGER WITH 10 years’ experience in the 
wholesale hardware and electrical supply fields 
seeks a connection with a reputable manufactur- 
ing or jobbing organization. Capable of taking 
complete charge, preparing tax returns, financial 
statements, cost records, systematizing. Ad- 
dress Box D-792, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 





FOR MANUFACTURERS ONLY—LIVE 
WIRE sales executive, New York office, excel- 
lent contacts hardware jobbers, major retailers, 
sporting goods dealers, chain stores, toys, whole- 
sale trade, seeks to represent reliable manufac- 
turer exclusively, metropolitan area. Eastern 
States or nationally. Commission or salary basis. 
Address Box D-886, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 





BUYER, WHOLESALE HARDWARE 10 
YEARS’ experience in automotive, radio, elec- 
trical, cutlery, paints, sporting goods, household 
supplies, tinware, enamelware, etc. Some traffic 
and cost. Electrical and mechanical manufactur- 
ing. Age 31. High school graduate, attended 
business college. Now employed, wants position 
with future. Go anywhere. Address Box D-839, 
care of Harpware Acz, 239 W. 39th St., N. Y. 
City. 





POSITION WANTED—BY EXPERIENCED 
HARDWARE MAN, 48 years of age, 20 years 
with one of large national jobbers, 15 years of 
which was buyer of staple and heavy hardware, 
last 10 years buyer and department manager of 
AAAI mid-central states jobber for above lines, 
also agricultural goods, plumbing, etc. Would like 
position as buyer, sales manager, or sales repre- 
sentative for jobbing concern or in selling or ad- 
visory capacity with manufacturer. Address Box 
D-894, care of Harpware Ace, 239 W. 39th St., 
N. ¥. City. 








postage for remailing. 


Samples of Merchandise, Literature, Catalogs, etc., will not be forwarded unless accompanied by full 
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(_ Position Wanted | [Sates Representatives Wanted | 











YOUNG MAN, 29, SINGLE, 12 years hard- | 
ware business in New York City. Fully experi- 





: : Salesmen wanted who are _ han- 
MANUFACTURER'S REPRESENTATIVE dling only a few lines and thor- 


DESIRES A LINE for the St. Louis area and | s istribu- 
surrounding territory. Trade covered—hardware, oughly eats: dealer distribu 
drug, furniture, variety jobbers, department stores | tors in their territory, to sell an 





;’ enced every department, including factory and 
electrical supplies, paints and builders’ hardware. 
Best references. Desired location—New York | a esmen ante 
n City. Address Box D-895, care of HarpwareE | 
AcE, 239 W. 39th St., N. Y. City. 
| 
| 











d and direct buyers among the better retail dealers. | established line of portable paint 

d Well acquainted with the buyers for premium | spraying equipment. We want 
5 items. Have a car. Can furnish A-1 refer- | h k hei . 

ences. Address Box D-893, care of HARDWARE | men who know their territory, 

Ace, 239 W. 39th St., N. Y. City. having a good record, want a 

POSITION WANTED — HARDWARE | Q) line ng he ag we ay yp a 

SALESMAN, fifty years of age, well acquainted | years and can turnis ‘ reter- 

with all the jobbers and larger retail dealers ences. We have accounts in every 

‘ throughout Michigan, Ohio, Indiana, West Vir- state for the right men, but will 


ginia, Western New York and Western Pennsyl- 
vania wishes to make a change. Can furnish not carry dead wood. If you are 


very finest of references. Must be on drawing interested send us complete in- 

account basis. Address Box D-892, care of formation about yourself and the 
f S N. Y ity. . 

Harpware Ace, 239 W. 39th St., N. Y. City territory you now cover. 


15 YEARS’ EXPERIENCE IN RETAIL 

RARDWAES. housefurnishings and paints. Have Address Box D-876 

een managing, buying, for the last 10 years. 

Good locksmith, knowledge of builders’ hardware; Care of HARDWARE AGE 
read plans. Window trimming and interior dis- 239 W. 39th St., New York City 
plays. Good all around man. Metropolitan New 
York or Northern New Jersey preferred. Ad- 








jane 

















ANY dress Box D-902, care of Harpware AGe, 239 | __ 

ection W. 39th St., N. Y. City. 

bs PURCHASING AGENT, 7 YEARS’ EX- 

ncipa } s 3 > EARS X- 

sain PERIENCE with 3 large wholesale hardware SALESMEN WANTED FOR 


, 239 concerns, 3 years’ experience in the manufacture EXCLUSIVE TERRITORY 


of tinware, electrical appliances and equipment, 








gears and other mechanical equipment. Familiar To sell our new galvanized iron cem- 
a = motor ae and berg maintenance, etery flower holder to the wholesale 
also construction. rivate school graduate, some iodo . is flower 
= business schooling. Position wanted with future. and retail hardware trade. age ee 
— Age 31. Address Box D-840, care of HARDWARE holder remains permanently on the 
‘ib Ace, 239 W. 39th St., N. Y. City. plot always ready for use _ is a 
a his article 
I am SALESMAN, TWELVE YEARS CoveER. |} Of sight — _ -s pong tha Popes 
abil- ING THE hardware, building and sporting goods carries ample mark up for 
care trade of southern New York State, desires posi- jobber and the retailer as well as 
City. og = a_i = ——. man for = good commission for salesmen. When 
—e er ave also so bicycles and motorcycles, c 
eight years in Central and Southwest. Single, answering state territory Pe and 
[ICE references; go most anywhere. Address Box what trade you are now selling 
1. the Nye Gare of Haxpware Ace, 239 W. 39th St. | }) PERFECTION CEMETERY VASE COMPANY 
fields estan 525 Bond Bldg., Washington, D. C. 





MANUFACTURERS’ REPRESENTATIVES 
—NATIONALLY-KNOWN MANUFACTURER 
of builders’ hardware wants full time men for 
eastern up-state New York, New Jersey, and 
Maryland territories. Require experienced men 
with established following of retail hardware and 
lumber accounts. Age—25 to 35, preferably with 
a high school education. Must have car. Draw- 
ing account and commission. Give full details 
and qualifications in first letter. Address Box 
D-867, care of Harpware Ace, 239 W. 39th St., 
mi Re City. 








| — Accounts Wanted | 


CANADIAN MANUFACTURERS’ AGENT 
DESIRES TO represent manufacturer of tools, 
hardware or electrical specialties in Canada on a 
commission basis. Well acquainted with the lead- 
ing firms and buyers. Highest of business. Ad- 
dress A. Appleby, 458 Elm Ave., Montreal, 
Canada. 


SALES REPRESENTATIVE COVERING 
KANSAS, OKLAHOMA, and Texas now sell- 
ing heavy equipment wants new lines to sell hard- 
ware stores and jobbers. Am experienced sales- 
man and know the Middle West. Commission 
basis. Correspondence invited. Address—How- 
ard G. wats 921 W. Central, Eldorado, Kansas. 

















I HAVE BEEN SELLING THE hardware, 
automotive, drug and paper specialty jobbers in 
the States of Minnesota, Iowa, North and South 
Dakota and Wisconsin for the past fifteen years 
and would like to represent some live wire manu- 
facturer for the above territory. Results assured. 
Address Box D-904, care of Harpware AGE, 239 
W. 39th St., N. Y. City. 


MANUFACTURERS INTERESTED IN 
BUSINESS FROM wholesale hardware houses, 
large retailers, mail order and.chain stores in 
the Middle West can now be represented by one 
who has had successful results. Address Box D-877, 
care of Harpware Ace, 239 W. 39th St., N. Y. 
City. 




















‘king es | Barsiness Opportunities | 














“Ae, [Sales Representatives Wanted | 











AVAILABLE TO BETTER SALESMEN 








—— WANT —sS MA _L If you call on furniture stores as well as the better 
TORIES —s = Gaia e a = and larger hardware stores, we offer you a real money 
TIVE remover as side line only. Splendid making line of standard staple merchandise. No 
|. i id opportunity house accounts, exclusive territory and commissions 
xce for those contacting paint and hardware dealers paid promptly. Some of the items in the line are 
a and jobbers. Liberal commission. Address— summer beach ned porch | furniture, cots, gliders, 
jole- i 7 r hammocks. abinets, tables, lamps, picnic boxes, 
ufac- } ow —— soe cn mal 1601 Warner ironing boards, ladders, etc. To be considered you 
ster: = aitumore, aryland. must state territory you actively cover, main line 
ata now carried and ali pertinent information that will 
asis. SALESMEN WANTED CALLING ON allow us to make a decision from your first letter. 
239 ELECTRICAL and hardware jobbers, dealers and Apply Le Bh to ¢ MARDWARE AGE. 
electrical contractors to sell electrical specialties 1012 Otis Bidg.. Chicago, Il. 











direct from manufacturer. All territories out- 
side New York City open. Give full details ter- 




















10 ritory and field covered with present lines. Ad- 

elec- dress Box D-899, care of Harpware Ace, 239 SALESMEN FOR HARDWARE, AUTOMO.- 
ae W. 39th St., N. Y. City. TIVE, yee apr oe and retailers. 
‘affic ~ Amazin atented screw-holding screw drivers! 
stur- WANTED — SALES REPRESENTATIVE | Big comulasiena, quick repeats. Address—Mfg’r, 
rded WHO IS at present handling a line of butts, to | 7044 Journal atone Boston, Mass. 

ition handle a complete line of locks and locksets as a iets hclg iets iak nasi 
839, side line. Straight commission basis. Territories |  ..... .,.-+< ° 


open—New York State exclusive of the Metro- ROPE SAL ESMEN WANTED — PHILIP. 
politan area, Texas, Indiana. Address Box D-896, | PINE MADE Manila Rope sideline, long estab- 
care of Harpware Ace, 239 W. 39th St., N. Y. | lished trade necessary. 5% commission. Write 
~—— City. fully about yourself giving references. Address 
Box D-905, care of Harpware Ace, 239 W. 39th 














a SALESMAN—TO SELL GENERAL LINE | St. N. Y. City. 

: of of housewares. Established trade in New York — 

are, State adjacent to New York City. Will consider WANTED—SALES REPRESENTATIVES 

. of your handling other lines that do not conflict. | IN New England, Pennsylvania, Maryland, Vir- 

nes. Drawing account and commission. Write full ginia, North Carolina and Mississippi River ter- 

like details and qualifications. Address Box D-891, ritory for a quality, popular-priced line of horse 

pre- care of Harpware Ace, 239 W. 39th St., N. Y. | collars, harness and strap goods. Commission 

ad- City. basis. Address Box D-881, care of HarDWaRE 

_ SALESMAN WANTED— HARDWARE | 4° 239 W. 39%h St. N. ¥. City. IP 





MANUFACTURER, nationally known, well es- 


tablished lock line desires services of representa- _ MANUFACTURER’ Ss REPRESENTATIVE 

tive in southeastern states on commission basis. | DESIRED TO SELL nationally known line of 

Must have established following among retail hard- | builders’ hardware on commission basis. Must be 

ll ware and lumber accounts. In reply state lines | well established with the trade. State lines han- 
now handled and territory covered. Address Box | died, and territory covered. Address Box _ 

A 





WE WILL PURCHASE FOR CASH 
Any Quantity of 
HARDWARE—TOOLS—PAINT, etc. 

Write what you have to offer. 

MAZER BROTHERS 
The Bourse Phila., Pa. 
Note: We are also cash buyers of entire 
stocks of merchandise—no stock too large or 
too small. 

















FOR SALE—UNIVERSAL BUTCHER AND 
slicer knives, 6” blade, 500 dozen, all original 
boxes, closeout, sell all or part, $1.35 per dozen. 
Samples available, Address—Mazer Bros., Bourse 
Bldg., Philadelphia, Pa. 





FOR SALE: HARDWARE STOCK AND 


fixtures; town of 5,000—railway terminal and 


farm trade territory. Cash, no trade. See in- 


ventory and stock any time. Address—Milburn 
N. Walker, Trustee, Monett, Mo. 


FOR SALE—ESTABLISHED, PAYING 


AND up-to-date hardware, paint and _ house- 
furnishing store in Central Pennsylvania. Town 
about 4,000 with large surrounding farming 
trade. New fixtures and good, clean stock that 
can he bought reasonably. Owner expects to 
retire from business. Address Box D-829, care 
of Harpware Ace, 239 W. 39th St. N. Y. 
City. 


WANTED TO BUY, ESTABLISHED 


HARDWARE business in town of 4000 or more. 
North Central States preferred. Stock, store 
building and fixtures must be up-to-date. Sub- 
mit full details, photo if possible first letter. Mean 
business; information confidential. Address Box 
D-900, care of Harpware Ace, 239 W. 39th St., 





D-907, Fg of Harpware Ace, 239 W. 39th St., | care of Harpware Ace, 239 W. 39th St., 
N. Y. City. | City. 
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BEAL L£ wis: 


SPRING WASHERS 


Keep Bolted Assemblies 
permanently TIGHT 
Millions used in all 
types of manufactur- 
ing plants. 

Finest steel—live action. 

Fully Guaranteed by 

BEALL TOOL COMPANY 


East Alton, Ill. 












BUT TALK 
Waller's 
QUICKVISE 


BEST from Every Angle 


ce Sosteatly adjustable at any 


IT DOES EVERYTHING 


@ Attached in a jiffy to any 
support 

Changed in a moment to a 
convenient clamp 

Lowers out of the way when 


job to 


* 
* 
@ Easy to carry from 
jo 
@ Husky frame for long nard 
usage 
@ Priced to leave plenty in any 
purse 
$2.00 
LIST 
Because it’s indispensable in any 
tool kit. . It's indispensable in 
any hardware stock. 


EMCO MANUFACTURING CO. 


784 GLADYS AVE. See your Jobber LOS ANGELES 





WHOLESALE SEEDS 


ORDER a Display Case of Page’s 
Tested and Dated Seed Packets 


on our 


SALE AND RETURN CONTRACT 


Selected and Tested Varieties of Field, Vegetable, and Flower 
Seeds. Onion Sets, PA-SE-CO brand Seed Corn. 

Write for FREE GARDEN GUIDE and WHOLESALE PRICE 
LIST for 1940. 


THE PAGE SEED COMPANY 


P. O. BOX B-3 GREENE, N. Y. 


“At Your Service Since 1896” 


Genui"® DOMES 9 SILENCE 
SLIDE SILENTLY - SOFTLY - SMOOTHLY 


é ET SAVE FURNITURE 
& _—— CREATE QUIET 


Silence 


Ask your Jobber. If he is not supplied write to 


DOMES of SILENCE, Inc., 35 Pear! St., N.Y. C. 
















| 














The Dash (—) Indicates that the Advertisement Does Not Appear in This Issue 


A 
Abrasive Prod., Ine 
Acme Steel Company..... 
Ade-O-Matie Co. 
Aladdin Industries, Ine........ 
Albany Sales Co., Inc.......... 
Ales & Oe.. Ime.. B. Tanccoccs 
ee Bs Sg BO cs cctnewas 
Bees TEE, Geiss cccscetoces 
All-In-One Cement Co........... 
Alter & Ce,, TERRE. oc ceccesces 
Aluminum Goods Mfg. Co....... 
American Brass Co............ 
American Cabinet Hdwe. Corp... 
American Chain & Cable Co., Inc. 


American Chain Div........... 
American Cyanamid & Chemical 
CORR. caccccsese 6606.0 00% 
American Fork & Hoe Co., The 
American Mfg. Co......... 
American Pad & Textile Co. 
American Shearer Mfg. Co...... 
American Sponge & Chamois Co., 
MG ead 6 aden ane 04806004 
American Steel & Wire Co....19, 
American Thermometer Co...... 


American Thermos Bottle Co.... 
(American Turpentine Farmers 

Assoc., Cooperative .......... 
American Window Glass Co..... 
American Wire Fabrics Corp.... 
Ames Baldwin, Wyoming Co..... 





Animal Trap Co. of America.... 
\nker-Holth Mfg. Co........... 
a SS eee ae 
Archer-Daniels-Midland Co. 
Armstrong-Bray & Co...... eee 
Armstrong Bros. Tool Co....... 
ROUGE TM ovcetecundecesavee 
\sbestos Textile Cc ompany, Ine... 
Atkins & Co. i Ri cetssevadeds 
Automatic P roduc és C o 

Re “k  -SusovmenenscasSas 

‘B 

Rabeock Co W.. Werwastaeeas 
taker McMillen Co. .......... 


allonoff Metal Products Co..... 
arr Rubber Prods. Co........ 
a ee ee See ee 
Barrett Co.. Wm. L.... 
Bartlett Mfg. Co....... 
Bassick Co., The....... 

teall Tool Co 

Sehr Manning Corp. .... 
Otto... 


renee Ge, Bee... GbR. <cccaces 
Best Universal Lock Co., Inc... . 
Bethlehem Steel Corp........... 
Mime MEE. CO... cccccsces 


Rissell Carpet Sweeper Co.... 
Blaisdell Pencil Co.. 
Romar Mfg. Co.. 
tommer Spring Hinge Co = 
Borg-Warner Corp. 
toss Mfg. Co. ‘ 
Boston Varnish Co... 
toston Woven Hose & 
_ SP rere 
foyle Co., A. S 
tovyle Co., A Ss 
Oil Div.) 
Briggs & Stratton Corp. 
Brown Corp., W. R 
Brown & Sharpe Mfg. Co 
Brush-Nun Co 


; ‘eae 
"(Plastic Wood) 
(Three-in-One 





Ruilders’ Hdwe. Textbook.... 
Rurpee Co., W. Atlee 

ee: He Os ke cccdcece eee 
PS. BO Wee... cccoscéowes 

Cc 

Calbar Paint & Varnish Co...... 
Carborundum Co., The......... 
Carey Co... The P re 


Carnegie-Illinois Steel Corp..... 
Carrollton Metal Products Co.... 
Carter PreG@e. Carp... ccccccvcce 
Casein Co. of America.......... 
Casey-Ball & Co. Serer 
Champion Hardware Co.. The. . 


Cheney Hammer Corp., Henry 

. s 2. aaa ae 
Chicago Roller Skate Co....... 
Chicago Spring Hinge Co....... 
Chicago Wheel & Mfg. Co....... 


Chisholm-Ryder Co., Inc........ 
Maridge Hotel Sead 

Clark Mfg. Co., J. L 

Clayton & Lambert Mae. Gi... 
Clemson Bros.. Inc........0.... 
Cleveland Chain & Mfg. Co.. The 
Cleveland Wire Spring Co., The. . 
I ee 
Coburn Trolley Track Co....... 
Coleman Lamp & Stove Co....... 


Se En 6 scans sku esdans 
Re Og EDs co.cc caceanné 
Columbia Rope Co.......... 


Columbia Steel Co 
Columbian Vise & Mfg. Co...... 
Comfort Bed Spring Co........ 
Coneo Engineering Works....... 
Congoleum-Nairn Co. .......... 
Connecticut Valley Mfg. Co. P 
Continental Serew (o........... 
Continental Steel Corp......... 
Cook Co H. C.. The 
Cooper Mfg. Co a 
Creek Chub Bait Co............ 
Crescent Tool Co... . 
oo 
Cross Co., W. W... 
Cycle Trades of America, Inc.... 
Cyclone Fence Co........0200. 


D 
Damascus Steel Products Co... .. 
Dazey Churn & Mfg. Co......... 
Dempster Mill Mfg. Co.. . 


19 
103 


-| Dexter Co. 
| Diamond Calk Horseshoe Co. 
E 


| General 








emewene Si, Ds oi scncccasces 109 
Desmon-Stephan Mfg. Co....... 
gp hl se eee - 
DeWitt Operated Hotels........ - 


SOOO Gig Bs Mccse wecccacaces -- 
Disston & Sons, Inc., Henry.... - 
Dixon Crucible Co., Joseph..... 98 
SOUND GC GUIIGDs o.0.6.0:.005.5.0:4 0,06 112 
Drake Electric Works, Inc...... 99 
Draper-Maynard Co. 
du Pont de Nemours & Co., Inc. 
E. I., Fabrics and Finishes 
Dept., Chemical Specialties. 
Dudley MEE) osc accents vac 
Durable 


Es 





ke eee . 
mee Tie BE. Obie cccccces —— 
Eclipse Lawn Mower Co....... 
Edlund Co. - 
es: Be CR ccceccses ._- 
Elastic Tip Co., sie 
Electro-Line Fence Co......... 
PO De Cent eb bcs cesene = 
3 i rere 112 
ED NE ns ws a dia s:4.0 ° 
nterprise Mfg. Co. 
state Stove Co., MERs crves eg 
lveredy Co., - 
“vinrude Motors tiawe Boy 
Me reer eee eT Tee 


F 

F. & N. Lawn Mower Co... 
Fairbanks-Morse & Co...... ase, Ta 
Farrell-Cheek Steel Co. ah” ee 
Fate, Root, Heath Co., The..... 95 
Fletcher Terry Co......0+.-.. __— 
Flexible Steel Lacing Co....... - 
Flex-O-Glass Mfg. Co........... -- 
Florence Stove Co......... tutes 
Fog King Lamp Co......... eds 
Foster Company, Benj......... 
Wem SROGGERS oc ccccccccecesces - 
EE: SE. I ne Ko wnoaad.o0.0:4 
French & Hecht, Inc.......... 
Frick-Gallagher Mfg. Co..... 
Prigt@aive DEV. .cccccccccsss 
Gale Products 
Gardiner Metal Co........... 
General Electric Co. (Full Line) 
General Electric Co., Bridgeport. 

Conn., Appliance & Mdse 

DD: cadet nad gs ceptidietced: 6 
General Electric Lamp Div. 
Steel Warehouse Co.. 

Inc., Bushman Saw Div..... 
Gephart BEG. Giiccccescecescs. 
Gibson Electric Refrigerator Corp. 
Gibson Good Tools, Ine......... 
Gilbert & Bennett Mfg. ioe 
Gillette Safety Razor Co........ —- 
Glass Coffee Brewer Corp... = 
Goodyear Tire & Rubber Co., Inc 6 
ge Ee ra ay "ies 
Gray & Dudley Co........... : = 
Greenfield Tap & Die Corp...... 36 
Greenlee Tool Co........+.. = 
ee oem 
Griswold Mfg. Co., The.... _- 





H 

Hamlin Metal Prods. Co... ‘ 
Hammond Paint & Chemical Co - 
Hanover Wire Cloth Co......... : 
Reema, FOOMGT Tac ccccccccccce ~ 
a TE Perr eee - 
Harmony Prods. Co............ 
—o & Richardson Arms 
inate Hardware & Mfz. Co., 

Me Be (6esheeteese aes sine 
Hastings hk eee - 
Hawkins Co., The 
Hazard Insulated Wire Works. . 
Heckethorn ar & deeted Ca... Wi 
Heineke & C ° abd eawicws -- 
Heller & Co., - 
Hendryx Co. 
Wilger Co., F 
Hillerich & Bradsby Co.... - 
#3 Saeaee - 
pe Se ea 
Hollis Co. ey ee 
WO ER, aveisescedsian os 
Hoppe, Inc.. Frank A. ree rer 
Horst Universal Sales Co... 83 
Hotel Benjamin Franklin. . - 
Hotel MeAlpin : 
Hotstream Heater Co........ ~« 
Hoyt & Worthen Tanning Corp - 
SEE ES. hoe dawn ets 
Hustler Corp. 


I 

Imperial Bit & Snap Co..... 
Independent Lock Co........ . 
Indestro Mfg. Oo.........00- - 
Indiana Steel & Wire Co...... 90 
Ingersoll Steel & Dise Div. Borg 

Co gO ery arr ee -- 
International Harvester Co., Inc. — 
Iron Glue Div., McCormick Sales 

Gh: caeewedssteschentetenmes 
Irwin Auger Bit Co., The...... 1 


J 
ence TR: Gis ciiccceectes — 
Jacobson Mfg. 
Jacuzzi Bros., 
. "S Se Sea 
Jennings Mfg. Co., The Russell. . 
SUGR GS., Tit, Th. Baise céscccee - 
Justrite Mfg. Thc seensecsccces - 


HARDWARE AGE 





The 


Kautenb 
Keene } 
Kees Mi! 
Keiser | 
Kennel | 
Kester $ 
Keuffel . 
Keystone 
Kimble 
Klein & 
Kofee K 
K-R-O ¢ 


Lamson 
Landers, 
Lead In 
Libbey-O 
Lincoln-s 

ery Cec 
Lockwoo 
Lowe Br 
Lufkin FE 


McCormi 
Glue I 
MeCormi 
Div. 
McDonak 
McGill M 
McKinne; 
McLaugh 
Macklanbk 
Manning- 
Marble A 
Marlin F 
Marvel R 
Master I 
Master R 
Megows 
Merchand 
Metal Te 
Miami C: 
Philip 
Micro-Lit 
Mileor St 
Miller, Ir 
Millers F 
Minnesota 
Moore FE 
a 
Moore Pt 
Morse Tw 
Morton §S 
Mossberg 
Murmac 
Murphy’s 
Murray O 
Myers & | 


Nash-Kely 
tor Div 
National 
Cc 0. 
National 7 
National 
National | 
National 
National § 
New Hav 
Newport 
New York 
Ney Mfg. 
Nicholson 
Norcross | 
Norge Dt 
North Am 
North Bre 
Norton Al 
Norton Do 
Norton Ls 


Okonite C 
Oliver Iro 
O'Neil Du 
Owens-IDi 
Oxford To 


Page Seed 
*aine Com 
Par-X Pur 
Parker Co 
Parsons B 
Patent Ce 
Patent No 
Peck, Stov 
Pecora Pa 
Perforated 
Peters Cat 
Petersen } 
Pioneer Rt 
Pittsburgh 
(Pennver 
Pittsburgh 
(Store F 
Pittsburgh 
Plantabbs 
Plastic Pre 
Plumb, Ine 
Plymouth 
Plymonth | 
Popular Se 
Porter, Inc 
Premax P 
rime Mf; 
Progressiv 
Puritan Co 










Radwaner 
Raybestos- 
Ray-O-Vac 
Reeves Ste 


MARCE 








109 


78 


95 


a al 




















Ondex Se Pedivertinen | 


Means Easy Sales 
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Sandvik Saw & Tool Corp...... 
Savage Arms Corp............+ 
Schacht Rubber Mfg. Co........ 
Schaefer Brush Mfg. Co........ 
Schalk Chemical Co............ 
Schatz Mfg. Co.... 
Schlueter Mfg. Co.... 
Schollhorn Co., The Wm........ 
Scotield Mfg. Co.. 
Sentinel Radio Corp............ 
Sewerage Comm., The ........- 
Shapleigh Hardw: are Co.. 
Shettield Bronze Powder & Ste ne “il 


GR. aseceesecsccccccceosecs 
Shelby Spring Hinge Co........ 
Sherman Mfg. Co., H. B........ 


Showearder, Inc. os 
BOE GO., TOs ccccveccsessscs 
Silver Lake Co...........- “ 
Simplex Mfg. C0......ccccceess 
Skuttle Co., J. L., The........ 
Slip-Lok, Ince. 
Smith & Co., D. B...ccccccscee 
Smith, Ine., Landon P.......... 
Smith & Sons, Seymour......... 
Socony-Vacuum Oil Co...... ofan 
Soilicide Lab., Inc. .........+.. 
So-Lo Works, Inc. . aA Y 
Speedway Mfg. Co... 
BORMEEE OOD. 6ccc vescncercs 
Standard Fence Co, .......+... 
Stanley Tools, Div. of the Stan 
SS eee 6a 
anley Works, The......... ‘ 
ar Heel Pilate Oo...........> 
Steam O-Matie Corp. ..... whan 
Stearns & Co., E. C 
Steiner Prods. Co 
Stevens Arms Co., eae 
Stewart Iron Works Co., Inc.,. 
-) Seer rererrre Terr ee 











oo Seer rr eee ee 

Swing-A-Way Steel Prods. Co... 
7 

Tamms Silica Co.......+++++-- 

Tate Co., BH. BHoccecscccovcccece 


‘Taylor Instrument Companies. . . 
‘Tennessee Coal, Iron & Railroad 

> rere r rrr Tree er ee ee 
Tennessee Corp. 
Testor Cement CoO......-.cc20% 
apes & Son Co., 


Tobac co By-Prods. & Chemical 


rrr 6:6 daa. oied 
Tere BES, Co.cc ccsccrvcssecaes 
Towneene, T.. Wa... ceceseses 
Trico Fuse Mfg. Co..........:. 
TR o.6.6:6.6:4:0:5.4-6. 600 006,045 


Triplex Screw Co., The.......-- 
Tru-Test Marketing & Merchan 
dising Corp. 
Tubular Rivet & Stud Co...... 
Tucker Duck & Rubber Co..... 
Turner Brass Works........- 
Turner. Day & Woolworth Han 
dle Co. 


U 

Union Fork & Hoe Co., The. 

Union Hardware Co. eeecees 

Universal Lawn Tool Wie css 
13 


United Stove Co... 
Utica Drop Forge & Tool Corp.. 
Wiley TWO. Giie cs vccccccces 


v 
Vaughan & Bushnell Mfg. C.. 
Vaughan Novelty Mfg. Co., Inc.. 
Victor Electric Prods., Ine. 





Pioneer Rubber Co., The....... — 
Pittsburgh Plate Glass Co. 
(Pennvernon Div.) 
Pittsburgh Plate Glass “Co. 
(Store Promts)> ......00. 
Pittsburgh Steel Co. 
x... Sea eee 107 | 
Plastic Prods. Company........ - | 
Plumb, Inc.. Fayette R......... -- 
Piymouth Cordage Co......... - 
Plymouth Rubber Co., Inc..... - 
Popular Science Monthly.......16 17 | 
Porter, Inc. _ ae re — | 
} 
| 
| 
| 
| 
| 
| 


Premax Products eee 


Prime Mfg. Co. Ee RSS 84 

Progressive Mfg. “Ox et are -- 

Puritan Coradge eas co, ae 
R 


Radwaner Seed Co., I. L...... - 
Raybestos-Manhattan, Inc, ..... 
Ray -O Vac Co 


MARCH 21, 1940 


Vischer Products Co............ 
Vent-A-Hood Co., The or 
Vita Var ye pe tpb 4.64 60s.) 00086 
Vichek Tool Co., The........... 
w 

Wane Te. Ciadcstviesieces 
Warner Mfg. Co. .......... se 
| Warren Telechron Co...... ‘ 

Warren Tool Corp......... 

Warwood Tool Co. ....... até 

Western Cartridge Co......... : 
Western Cataphote Corp......... 
eS Ee eae 
Westinghouse Electric & Mfg. 


Cs obs odescuee ven cd eee Rees 
Wickwire Brothers ............ 
Wickwire Spencer Steel Co...... 
Winchester Repeating Arms Co.. 

BW. Msc 


| Woodruff & Sons, Inc., 


Wooster Brush Co. ...........- 
Wright Prods. Mfg. Co....... 
Wright Steel & Wire Co., G. F. 


y 
Yale & Towne Mfg. Co., The.... 


Zephyr Prods. 


O.. G Bead GeOiic icc ccwss 3. 19, 


SHARK BRAND CHISELS 



























































97 | 

109 | , 
and are made in 
—_ | Sweden from 
105 Beware finest Charcoal Steel. 
113 of Sturdy and well made. 
= Imitations Discriminating workmen ap- 
| preciate their known quality. 

| tecause of their reputation as de- 

. } pendable tools, they sell with little 
108 | effort, which means sure profits to you 


@ Stocked by leading jobbers, or write ® 
| SANDVIK SAW & TOOL CORPORATION 


11 North Jefferson St. 
Chicago, Ill. 


47 Warren St. 
New York, N. Y. 




















“| display stand 


“| FREE 
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107 d oa 
—|| gust buy ozen a 
: we] 
a a ay 
| velb. Cross TACKS +4 
6 a" 
° e A ae 
'| from your yobber 43 
ow, or 
13 | BB 
| Fal + Sey. 
= er z 
5 oy, 
wa & 
| . 
EAST JAFFREY,N.H. 
77 
109 | 
53 | 
3 | 
97 
91 
102 
107 Accept FREE, ‘‘on the house,” 
F % dozen Antchek ant-traps with 
every 3 dozen at $3.15. Retails at 
71 15¢—2 for 25¢. Costs only $3.15 
101 per deal. Let the self-selling 
: "“ntchek display container — sell 
many dozens of these fast-turn- 
03 over ant-killers for you, right 
through all the warm months. 
Order from your jobber or 
87 write: 
83 ROTENONE PRODUCTS CO., inc. 
e East Orange, N. Y. 
5 Ss ee ee ee Oe 





Standard every- 
where because made 
of plenty of new live rub- 
ber that stays alive. Doesn’t 
out. Extra adhesive. 4 sizes 
1, #2, #4 and #8. In dis- 
play containers, as shown. 


BULLDOG 





means 









BOSTON WOVEN HOSE & RUBBER CO., Combelle Mass 
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“Vhin in the Neus 
Pittsburgh 


_LAWN FENCE | 


@ Advertised to 
CERTIFIED to BE Hcee* 


DESIGNED to OOK Hee 











ranaeneaeay 








3 i 


SELL Ae 



























In addition to your immense satisfac- 
tion with the features of design and 
ction of this distinctive lawn 


construi ; 
e the written 


fence, you will appreciat 
Certificate which gives assurance of 
the quality of its steel and zinc-coating. 
All Pittsburgh Lawn Fence, Flower 
Border, Farm and Poultry Fence are 
CERTIFIED quality fences. Send for 
free Lawn Fence Booklet 449 and i 
specimen Certificate. To be sure its 
“Pittsburgh”, when you buy 


LOOK FOR THESE FEATURES: 


1. Graceful, ornamental curves 
throughout. 
2. All heavy gouge wires; (no twisted 
strands of light gauge wires). 
3. All joints securely welded; (fence 
: retains its attractive desi 
4. Strong overlapping top s¢ 
- not push down or pull ¢ 
: wires stay put. 
5. Genuine copper-be 
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HIS year, more than ever before, Pittsburgh's 

bright, better Lawn Fence and Flower Border 
offers unusual sales possibilities. For in addi- 
tion to consumer ads, like those shown at the 
left, Pittsburgh provides its dealers with a new 
selling-help that is ringing cash registers every- 
the CERTIFICATE of SPECIFIED 
FENCE QUALITY! What's more, only Pittsburgh 
Lawn Fence includes all of these advantages of 
design, construction, and material: 


1. Graceful, ornamental curves throughout. 


2. All heavy gauge single wires; (no twisted 
strands of light weight wires). 

3. Every joint securely welded; (fence re- 
tains its shape). 

4. Strong, overlapping top scrolls and 
secure bottom wires always “stay put.” 

5.Genuine copper-bearing steel and 
bright, extra heavy-premium zinc coat- 
ing for longer service. 


Don’t fail to order your supply of official 
CERTIFICATES now, and new literature to 
assure the biggest Lawn Fence season you have 
ever had. 


PITTSBURGH STEEL CO. 
1621 GRANT BLDG., PITTSBURGH, PA. 


Pittsburgh Fences \?/ 


LAWN FENCES © FARM AND POULTRY FENCES © INDUSTRIAL FENCES 


HARDWARE AGE 
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HERE’S STREAMLINED COOPERATION 
-TO WIN CUSTOMERS FOR. YOU! 


* local advertising where it does the MirtAa-har 


W R I TE TO D AY i most good...newspapers, billboards, /, 


radio in your name ” 
FIND OUT WHA T MAKES one in national trade — a . 


THE VITA-VAR DEALER sales-getting direct-mail promotions ' 
om? 
Ge 


0 Fl 
dealer helps that really help dealers << A =e 
This Vita-Var cooperation wins customers for you. 
And Vita-Var QUALITY will KEEP those customers. 
Vita-Var’s outstanding 52-year record of better 
paint jobs has won the confidence of painters 


and home-owners everywhere. They DEPEND on 
Vita-Var quality for EVERY painting need. 


COOP ERATIVE PLAN compelling full-color posters, displays and [S 
REALLY WORK! color cards { 


colorful modern containers 


Investigate the VITA-VAR COOPERATIVE PLAN— it 
gives you quality products, the protection of ex- 
clusive territories, experienced men to cooperate 
with you...and a modern merchandising plan 
that enables you to MEET COMPETITION at a profit 
—with quality products! GET THE FACTS TODAY! It 
will mean more sales and more profits this year. 





me V/TA-VAR CORPORATION Fy 





1843- Suppress MVETY-SEVEN YEARS OF HoWORABLE SERVICE-1240 


aid “DEKMOKD BRR | 
mini FISHING? TACKLES 


Sa cals ha Hh a, 


salute «5 © FR 
ol ee ——* 


RY WIT Uf! RY VY FV 


“DIAMOND EDGE 1S _A QUALITY PLEDGE” 
Shapleigh National Series No. 2312 HARDWARE AGE 








